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ABSTRACT 
The present study examined the structural interrelationships among consumer 
characteristics, shopping attitude, and shopping intention based on Fishbein and Azjen's 
(1975) Theory of Reasoned Action (TRA). Study objectives were: 1 ) to identify 
characteristics of consumers who shop for cultural products on the Internet, 2) to propose 
theoretical models explaining consumers' shopping for cultural products on the Internet, and 
3) to empirically test the proposed models using a random sample of subjects who shop for 
cultural products on the Internet. 
This research was conducted in collaboration with a particular company selling 
cultural products on the Internet, Eziba.com. A random sample of individuals was drawn 
from the list of consumers provided by Eziba; all had made at least two purchases from the 
Eziba Website within the past six months. Of the 1000 Eziba customers invited by e-mail to 
participate in the Web survey, 203 individuals responded fora response rate of 20.3%. Of 
these returns, 200 usable questionnaires were submitted for the data analyses using 
descriptive analysis, factor analysis, and structural equation modeling via AMOS. 
Findings from the present study indicated that consumer characteristics, the product, 
and the Website were all important factors to predict consumers' intention to shop for 
cultural products on the Internet. Individuals with certain characteristics of Cultural Creatives 
(Ray & Anderson, 2000) appear to be an important target market for selling cultural products 
on the Internet. While both product quality and Website attributes were important factors 
influencing a positive attitude toward shopping for cultural products on the Internet, only 
consumers' positive beliefs about the Website significantly influenced their intention to shop 
on the Internet. Specifically, merchandising, such as keeping products in stock and offering 
competitive prices, appeared to be a critical factor in determining customers' shopping 
intention. This study also revealed that consumers' utilitarian shopping value appears to be 
more dominant than hedonic shopping value when they shop for cultural products on the 
Internet. For consumers with utilitarian shopping value, all aspects of the Website, 
information quality, merchandising, interface, and protection were important to make their 
shopping trip successful. Finally, proposed models with good fit and significant paths 
between belief structures and intention supported the effectiveness of the extended TRA in 
the context of cultural product shopping on the Internet. Implications of the study and 
recommendations for future research were provided. 
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Chapter 1: INTRODUCTION 
After agriculture, artisans form the second largest sector of rural employment, 
especially in developing countries (Basu, 1995). However, experts concerning the artisan 
sector foresee a trend for the new millennium in which increasing numbers of rural poor will 
turn to artisan businesses (Herald, 1992). Shifts to artisan production in rural areas are 
closely related to a steep decline in accessibility to land as a source of income, a lack of 
alternative forms of rural employment, and few job opportunities for artisans lacking 
education who relocate to urban areas (Nash. 1993; Page-Reeves, 1998). According to 
Walter Morris (1996), a long-time artisan activist, "Artisans are not going to disappear in the 
new millennium and neither will their contributions to our daily lives and culture. The time 
has come to rethink their position" (p. 150). 
Many challenges are faced by artisan groups as they embrace market 
commercialization, such as the need to gain knowledge of market structures, consumer 
demand, and product development for external markets. Aageson (1997), an international 
craft-marketing specialist, summarizes that building strong artisan enterprises requires 
investment in three critical areas: business skills; creativity for innovative, market-driven 
product development; and marketing to diverse patrons. Under this set of challenging 
conditions for artisans, I raised the question whether the Internet provides a promising 
venue for tapping new markets abroad. 
The Internet as a marketplace has impacted the fundamental dynamics undergirding 
many business transactions. Consumers and producers have flexible, fast, and inexpensive 
ways of participating in the global marketplace for products and services (Simeon, 1999). 
Internet pundits project cross-border commerce to represent approximately 15% of overall 
Internet trade (Crockett, 1998). Whether such trade can reach rural artisans in less 
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developed countries remains open to question. Socially conscious citizens register concern 
that "globalization and the Internet will only widen the gap between the 'haves' and 'have-
nots'" who have more limited access to Internet technologically for conducting business 
(Littrell & Dickson, 1999, p.184). Yet, newly featured Websites provide evidence that cross-
border commerce between the rural poor and affluent consumers halfway around the globe 
is underway. As examples, Eziba.com, Novica.com, and Peoplink.org are selling cultural 
products made by artisans in a multitude of countries around the world and attract millions of 
consumers in the U.S. The sales from Websites selling cultural products on the Internet was 
estimated at $22 billion in the U.S. and $280 billion worldwide (Puente, 2001). 
As a venue for marketing and purchasing cultural products, the Internet holds 
immense potential for bringing artisans and consumers together across national borders 
(Hamann, 2000; Jordan, 2000). Extrapolating from a random sample of 200 Websites, a 
preliminary study by this researcher revealed that half of the 1,288 Websites promoting 
cultural products on the Internet had a retail purpose or potential online transaction (Lee & 
Littrell, 2002). Of these, a significant number of the Websites sold cultural products from a 
broad range of countries around the world. However, the analysis revealed that a scarcity of 
information about the products, cultures, and artisans could hinder customers from 
purchasing cultural products. While Websites offered a range of household and apparel 
products to meet customer demand, the Websites failed to address customers' motivations 
for purchasing cultural products such as creating aesthetic experience, connecting with 
artisans, and affirming social responsibility (Littrell & Dickson, 1999). Questions remain as to 
enhancing sales of cultural products on the Internet. Therefore, this research explored 
effective marketing of cultural products on the Internet based on characteristics of potential 
consumers, cultural products, and Website design. 
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This research was conducted from collaboration with a particular company selling 
cultural products on the Internet, Eziba.com. Headquartered in North Adams, 
Massachusetts, Eziba was launched November 9, 1999 as a pure online retailer, but 
extended its business to a catalog in the winter of 2000. The company found that sales were 
increased after the Eziba catalog evolved because a significant portion of people were 
looking at the catalog and then coming to the Website to order. In 2001, Eziba showed a 
400% revenue increase compared to the revenue of 2000, a 22% jump in the number of 
visitors to the Website, a 44% increase in the size of the average order, and a 551% 
increase in conversion rate (the proportion of the Website visitors that make a purchase) 
(Eziba. com, October 2, 2001). Currently, Eziba's sales are derived equally from its Website 
and from the catalog. For 2001 the company mailed 11 catalogs, including four during the 
crucial November/December holiday season, for a total circulation of more than seven 
million (Eziba. com, January 22, 2002). Recently, Eziba also introduced retail stores in 
Massachusetts and New York City. 
Eziba is a for-profit company but approaches corporate social responsibility by 
pledging a portion of founders' stock for funding to improve artisans' lives in developing 
countries. The company emphasizes its mission by offering spirited, handmade objects 
while helping artisans worldwide sustain their crafts through an expanded global market, 
achieve self-sufficiency, and realize a sustainable income. The following statements, found 
on the www.Eziba.com Website, express its mission and value. 
• Eziba leads in the discovery and celebration of world cultures by building bridges 
between artisans, their soulful creations, and the thoughtful global consumer. 
• Eziba is growing a profitable business that transforms the traditional 
marketplace with service that exceeds our customers' expectations. 
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• Eziba gives back by supporting artisan communities and charitable 
organizations that share our vision 
To build on its mission for supporting artisan communities, Eziba recently launched the 
program called "Gifts That Give Back" to benefit non-profit organizations such as Aid to 
Artisans and Elizabeth Glaser Pediatric AIDS Foundation, with a portion of each item sold 
going directly to these organizations (Eziba.com, March 11, 2002). 
Eziba's cultural products range from home furnishings, accessories, and apparel, to 
art and artifacts, gifts, and toys. Eziba's Website provides a variety of product information in 
both written and visual formats, along with insights about artisans who made the products. 
Eziba collects customer information such as customers' e-mail addresses, shopping 
frequency, and preferences and activities at the site. For example, they track the number of 
customers who view certain pages or use certain features and compile the total dollar 
amount of sales conducted through the site in a particular geographic region. 
Purpose 
The purpose of this research was to explore the relationships among various 
consumer characteristics, attitude toward the shopping experience for cultural products, and 
intention to shop and purchase cultural products within an Internet context. Consumer 
characteristics of shopping for cultural products on the Internet such as demographic 
information, past shopping experiences for cultural products on the Internet, and Internet 
shopping values were identified. Specially, characteristics of consumers who purchase 
cultural products were identified related to values, beliefs, and lifestyles of an emerging U.S. 
market segment, Cultural Creatives (Ray & Anderson, 2000). In addition to consumer 
characteristics, attributes of cultural products (e.g., craftsmanship, uniqueness) and 
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characteristics of the Website for cultural products (e.g., information quality, service quality, 
merchandising) were examined for how they influenced attitudes toward shopping for 
cultural products and intention to shop and purchase. 
Fishbein and Azjen's (1975) Theory of Reasoned Action (TRA) was used as the 
framework to explain the structural interrelationships among consumer characteristics, 
shopping attitude, and shopping intention. Specially, this study contributed to theoretical 
development of the TRA by incorporating decomposition of attitudinal belief structures and 
direct relationship between attitudinal belief structure and intention suggested by previous 
researchers (e.g., Liska, 1984). 
This study contributed to increasing knowledge about the Internet marketing 
framework based on different product and service characteristics. To a large extent, the 
suitability of the Internet for marketing to consumers depends on the characteristics of the 
products and services being marketed (Peterson, Balasubramanian, & Bronnenberg, 1997: 
Phau & Poon, 2000). However, no research has attempted to explore factors affecting 
marketing cultural products on the Internet. Cultural products are differentiated from other 
product types in their ethnic, aesthetic, and symbolic characteristics (Littrell & Dickson, 
1999). This study considered explicitly the impact of the Internet with the characteristics of 
cultural products and related shopping services. 
Finally, the findings of this study suggested effective marketing strategies for the sale 
of cultural products on the Internet. Specifically, by investigating how various cognitive, 
affective, and behavioral factors influenced consumers' attitude/intention toward Internet 
shopping for cultural products, the research results provided the cultural products industry 
and artisan producers in developing countries with a better understanding of how to 
approach their consumers. 
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Definitions 
Cultural Creatives: one-fourth of U.S. adults who hold distinctive opinions related to lifestyle, 
consumer behavior, and global issues (Ray & Anderson, 2000). 
Cultural products: Cultural products, including textiles, wood, ceramics, glass, and metal, 
embody aesthetic features and production technologies that are deeply enmeshed in each 
artisans' local traditions (Littrell & Miller, 2000). Some level of hand production is common; 
however, many artisans accelerate production through use of molds, machines, and a 
variety of other mechanized tools for processing raw materials, forming products, and 
finishing artisanal wears. Cultural products include what are typically called handcrafts as 
well as other items on a higher ratio of machine-to-hand production. End products include 
household decorative items such as pots, picture frames, boxes, tables, vases, and rugs as 
well as apparel, jewelry, and toys. 
Shopping: Shopping includes not only making a purchase but also consumer experiences 
with the retail products and services before and after making a purchase. 
Attitude toward shopping for cultural products on the Internet: A global predisposition about 
the shopping experience at the Eziba Website. 
Intention to shoo cultural products on the Internet: Consumers' willingness to shop and buy 
cultural products at the Eziba Website. 
Objectives 
The overall objective of this research was to explore the relationships among various 
consumer characteristics, attitude toward the shopping experience for cultural products, and 
intention to shop for cultural products within an Internet context. More specifically, the 
objectives were to: 
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1. Identify the following variables in relation to shopping for cultural products on the 
Internet 
a. demographics 
b. shopping values 
c. consumer characteristics related to Cultural Creatives 
d. beliefs about cultural products 
e. beliefs about the Website selling cultural products on the Internet 
f. attitude toward shopping for cultural products on the Internet 
g. subjective norms of shopping for cultural products on the Internet 
h. intention to shop for cultural products on the Internet 
2. Propose theoretical models integrating the variables identified above. 
3. Empirically test the proposed models using a random sample of subjects who shop 
for cultural products at Eziba. 
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CHAPTER 2: LITERATURE REVIEW 
In the following section, theoretical and empirical literature used for model and 
hypotheses development is discussed. Fishbein and Azjen's (1975) Theory of Reasoned 
Action (TRA) was proposed as the theoretical model for this study. Previous research 
regarding Cultural Creatives and Internet shopping values was examined to explore their 
relationships with beliefs about cultural products and about the Website selling cultural 
products on the Internet. At the end of this chapter, 12 hypotheses were developed based 
on the hypothesized relationships in the proposed models. 
Theoretical Approach of This Study 
The Theory of Reasoned Action fTRAi 
The theory of reasoned action (TRA) (Fishbein & Ajzen, 1975) was used as the 
framework to understand and predict consumer intention to shop for cultural products on the 
Internet. The TRA has been one of the most extensively studied theories of attitude and 
behavior and has been successfully applied to studies of consumer behavior (Ryan, 1982; 
Sheppard, Hartwick, & Warshaw, 1988). The TRA conceptually distinguishes three 
components of the traditional attitude concept (affect, cognition, and conation) and specifies 
a recursive-chain causal structure underlying them. It proposes that behavior is determined 
by an individual's intention to perform the behavior, and intention is influenced by attitudes 
and subjective norms (Ajzen & Fishbein, 1980). 
The TRA aims to measure behavioral intention as prediction of actual behavior. 
Ajzen (1991) described that intentions are "assumed to capture motivational factors that 
influence a behavior" (p.181) and can also be a measure of how much effort someone is 
willing to exert when performing a behavior. Two antecedents to behavioral intention are 
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attitude toward behavior and subjective norm. Attitude is defined as an individual's feeling, 
either positive or negative, about performing the behavior. Subjective norms relate to how 
significant others' (friends, family, peers) thoughts and feelings toward an individual's 
behavior influences that behavior. It is important to note that attitude and subjective norms 
are not expected to contribute equally to intention and each is therefore weighted in the 
model to express their differences. All other variables (e.g., age, gender, education, and 
personality) are assumed to affect behavior via their effects on the cognition or beliefs which 
underlie attitudes and subjective norms and on the model weight (Ajzen & Fishbein, 1980). 
The TRA can be represented by the following equation form: 
B - Bl = (w,) Ab + (w2) SN 
where 
B = Behavior 
Bl = Behavioral Intention 
A = Attitude toward behavior 
SN = Subjective Norm 
Wi, w2 = Weights for each factor 
Applying the TRA to a consumer behavior situation, the present study examined 
consumer intention to shop for cultural products on the Internet and its two determinants, 
attitude toward shopping for cultural products on the Internet and subjective norm. It was 
hypothesized that attitude toward shopping for cultural products on the Internet and 
subjective norm would influence intention to shop for cultural products on the Internet. 
Belief Structures 
According to the TRA, attitude and subjective norm are determined by underlying 
belief structures. These structures are referred to as attitudinal beliefs and normative beliefs 
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which directly relate to each of the intention determinants (attitude and subjective norm). 
Attitudinal belief structures are formed by belief strength (bj) that the object has certain 
attributes, weighted by his/her evaluations (ej of these attributes (A=^6,e, where nb = 
r = I 
number of attribute). Normative belief structures are equated with individual's normative 
belief (nb,) about certain reference groups, weighted by how strong the motivation is to 
comply (mc,) with the reference group's beliefs (SN = ^ nb lmc )  where n0 = number of 
normative belief). As indicated in Figure 2.1, normative belief structures were not examined 
in this study and only a global measure of subjective norm was related to behavioral 
intention. The focus of this study was placed more on testing the relationship between 
attitudinal belief structures (^Ftbtet ) and global attitude than the relationship between 
; = l 
normative belief structures ( nb lmc j  ) and global subjective norm. 
z = l 
Attitude 
Behavioral 
Intention 
Subjective 
Norm 
• _ teste(j jn (his study 
Figure 2.1. The "Pure Form" of the Theory of Reasoned Action 
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Decomposition of Attitudinal Belief Structures 
Even though the TRA has been shown to be useful in many contexts, there have 
been numerous attempts to refine the model so that it will better predict behavioral intention. 
While the TRA typically combines the attitudinal belief structures into unidimensional 
constructs ( ^ btet ), several researchers have examined approaches to decomposing beliefs 
into multidimensional constructs in order to better understand relationships between the 
belief structures and attitude. For example, Bagozzi (1981,1982,1983) examined the 
appropriateness of multidimensional belief structures related to attitude formation and found 
that when constructs were combined into a unidimensional construct, invalid results were 
obtained. Taylor and Todd (1995) also found that decomposing the attitudinal belief 
structures in the Theory of Planned Behavior (Ajzen, 1991 ) resulted in improvements in 
model prediction. A decomposition approach provides several advantages over 
unidimensional belief structures. First, it is unlikely that monolithic belief sets, representing a 
variety of dimensions, would be consistently related to the antecedents of intention 
(Bagozzi, 1981; Shimp & Kavas, 1984). By decomposing the beliefs, relationships should 
become clearer and more readily understood, thus pointing to specific factors that may 
influence intention (Berger, 1993; Mathieson, 1991). 
In this research, the TRA incorporated the decomposition of attitudinal beliefs. 
Consumer attitude toward shopping for cultural products on the Internet involves consumer 
interactions with products and services provided by the Website during their shopping. In 
addition to different properties of the goods themselves, there were various features related 
to the Website store, such as the ease of use, privacy, and security (Turban et al, 2000). 
Therefore, the belief structures for shopping for cultural products on the Internet were 
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decomposed into two dimensional belief structures including 1) the attributes of cultural 
products and 2) the attributes of the Website. 
The salient attributes of cultural products 
A number of studies have been conducted to identify important attributes of cultural 
products. Most of these studies were based on tourists' evaluative criteria and meanings 
associated with craft souvenirs that they bought during travel (Hong, 2000: Kim & Littrell, 
1997: Littrell, 1990) or with consumers who had purchased products from alterative trade 
organization through catalogs (Dickson, 1994: Littrell, Ogle, & Kim, 1999). Synthesizing 
previous research, Littrell and Dickson (1999) identified important attributes of cultural 
products. Craftsmanship and aesthetic properties were the most commonly recognized 
criteria by consumers. Craftsmanship of cultural products was associated with high quality in 
production, fine attention to detail, and time involved in the handwork. Aesthetic attributes of 
the cultural products were related to uniqueness, creativity, appealing colors, or quality of 
designs. 
Several researchers reported that craftsmanship and aesthetic properties had 
significant relationships with attitude and intention to shop for cultural products. Kim (1997) 
found that tourists' attitude toward craft criteria such as design, color, and uniqueness 
significantly predicted their purchase intention. Yu (2000) also showed that tourists with 
stronger beliefs that an appealing craft was associated with uniqueness, workmanship, and 
aesthetic pleasure had more positive attitude toward shopping for cultural products. 
However, these cultural product attributes from previous studies should be verified in online 
purchase behavior. 
Based on previous studies, the present study examined the salient attributes of 
cultural products for online consumers in two categories: a) craftsmanship (e.g., high quality 
workmanship, fine attention to detail, handmade products) and b) aesthetics (e.g., 
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uniqueness, creativity, appealing colors, quality design). It was hypothesized that 
consumers who had more positive beliefs about attributes of cultural products would have a 
more positive attitude toward shopping for cultural products on the Internet. 
The salient attributes fora Website selling cultural products on the Internet 
Turban et al. (2000) introduced a model developed by Lee Jae, which provides a 
comprehensive framework for Web purchasing situations. The model suggested that in 
addition to selection and different properties of the goods themselves, there are various 
features related to the Website, such as security, privacy, system reliability, speed of 
operation, ease of use, and content quality that determine the shopping experience of the 
customer. Supporting this notion, empirical findings from previous research indicated that 
many online shopping problems could be attributed to poor Internet retail site design. For 
example, Jarvenpaa and Todd's (1997) survey of 220 consumers identified online shopping 
problems such as the difficulty of navigation, disappointing customer services, and wariness 
about unknown Internet retailers. Spiller and Lohse (1997-1998) investigated 137 Internet 
apparel stores and found potential shopping problems such as little product information, low 
quality pictures, limited product selection, few service features, and poor interfaces. Other 
studies (Koivumaki, 2001; Szymanski & Hise, 2000) also supported the close relationship 
between Website attributes and consumer shopping experience on the Internet. 
Internet retailers should pay greater attention to Website attributes affecting 
consumer decision during Internet shopping. A number of previous researchers (Lohse & 
Spiller, 1998; Lui, Arnett, & Litecky, 2000; Schubert & Selz, 1998) identified important 
Website attributes that would have a positive effect on consumer shopping experience. 
Many studies (Lohse & Spiller, 1998; Lui et al., 2000; Schubert & Selz, 1998) have stressed 
the importance of providing consumers with useful information for products and allowing 
them to perceive that the Website has high-quality content in both the text and the graphics. 
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Products in stock and competitive prices (Ernst & Young, 2001 ) were emphasized as 
important merchandising attributes for online shopping. Visual appeal of the interface of the 
Web shop (Bell & Tang, 1998) and interactivity between customers or between the company 
and customers (Shih, 1998) were recognized as important aspects of the website design. It 
was also critical to provide easy navigational experience in search and ordering processes 
(Lohse & Spiller, 1998) as well as to prevent problems related to consumer privacy and 
transaction security (Lui et al., 2000; Schubert & Selz, 1998). Quality of customer service 
such as quick response to customers (Lui et al., 2000), accurate product delivery (Reibstein. 
2001), and ease of product return (Ernst & Young, 2001 ) should not be ignored, but rather 
carefully arranged through the Website. 
However, it is important to note that the different nature of the products and the 
target market should be taken into consideration in Website design (Peterson et al., 1997; 
Vijayasarathy & Jones, 2000; Koivumaki, 2001). For cultural products, Lee & Littrell (2002) 
emphasized the importance of providing cultural information related to products and artisans 
in addition to product description. They suggested that cultural product Websites with 
greater appeal to a potential market segment for whom cultural products may be appealing 
needed to include a) product information such as who, where, and how a product is made 
and b) cultural information about the lives of artisans and families in the country where 
products are produced. In addition, providing pictorial ideas for how to use cultural products 
such as grouping a coordinated line of textile, candle, and pottery tableware items was 
recommended as an effective marketing strategy for cultural product Websites. 
In summary, based on previous research, the following 17 salient attributes for 
Website designs were identified. In the present study, it was hypothesized that consumers 
who had more positive beliefs about these Website attributes would have more positive 
attitude toward shopping for cultural products on the Internet. 
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1. thorough company information (Lohse & Spiiler, 1998; Lui et al., 2000; Schubert & 
Selz, 1998) 
2. relevant product information (Bell & Tang. 1998; Lohse & Spiiler, 1998; Lui et al., 
2000; Schubert & Selz, 1998) 
3. information about the artisans who made the products (Lee & Littrell, 2002) 
4. information about the country and culture where the products are made (Lee & 
Littrell, 2002) 
5. good quality photographs of the products (Lohse & Spiiler, 1998; Reibstein, 2001 ) 
6. pictorial ideas for how the products can be used or worn (Lee & Littrell, 2002) 
7. products in stock (Ernst & Young, 2001 ) 
8. competitive prices (Ernst & Young, 2001 ) 
9. ease of navigation and search process (Bell & Tang, 1998; Gehrke & Turban, 1999; 
Lohse & Spiiler, 1998; Lui et al., 2000; Udo & Marquis, 2000) 
10. easy online ordering process (Lohse & Spiiler, 1998; Reibstein, 2001) 
11. visual appeal on the Website (Bell & Tang, 1998; Reibstein, 2001 ) 
12. interactivity such as a chat room between customers or between the company and 
customers (Shih, 1998; Udo & Marquis, 2000) 
13. privacy protection (Lui et al., 2000; Reibstein, 2001; Schubert & Selz, 1998) 
14. security in online transaction (Gehrke & Turban, 1999; Lui et al., 2000; Schubert & 
Selz, 1998) 
15. quick response to customers (e.g., e-mail feedback) (Lohse & Spiiler, 1998; Lui et 
al., 2000; Selz & Schubert, 1998; Shih, 1998) 
16. accurate product delivery (Reibstein, 2001) 
17. ease of product return (Ernst & Young, 2001 ) 
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Direct relationship between attitudinal belief structure and intention 
Fishbein and Ajzen (1975) viewed that cognitions (beliefs) affect intentions through 
their effect on attitude. They believed that people form and change their attitudes based on 
product information processing and the information value of beliefs should be processed into 
attitude, an affective evaluative dimension. However, many researchers (Bagozzi and 
Burnkrant, 1979; Liska, 1984; Schlegel and DiTecco, 1982; Triandis, 1977) suggested that 
beliefs might affect behavioral intentions independently of the effect of attitudes. It was 
argued that attitudes are not just the product of information processing and belief structures 
are frequently too complex to be completely captured in attitude. Therefore, belief structures 
also influence intentions independently. The present study examined the independent effect 
of belief structures on intention. It was hypothesized that beliefs about cultural products and 
the Website selling cultural products positively influenced intention to shop cultural products 
on the Internet. 
Attitude 
The measure of attitude obtained from belief structures C^biei ) is an indirect 
i=i 
measure of attitude that estimates consumers' strengths of beliefs and evaluations of 
attributes. In contrast, global attitude represent a direct measurement of attitude which is 
obtained by asking several questions on semantic differential scales such as good/bad and 
pleasant/unpleasant. If global attitude and attitude obtained from belief structures closely 
correlate, the convergent validity of the two different measures is high, showing that there is 
a good understanding of the factors influencing consumer attitude formation (Mowen, 1990). 
Although the TRA suggested consistency of measuring the behavior in belief 
structures and attitude to better predict behavioral intention, in the present study, it was 
important to understand why consumers held certain attitudes and to examine the 
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underlying beliefs and evaluation consumers have about the object. Therefore, the present 
study utilized not only beliefs and evaluations of objects but also attitude toward the 
behavior in order to predict behavioral intention. The present study proposed that the 
attitude toward shopping for cultural products on the Internet would be positively influenced 
by consumer beliefs for the attributes of cultural products as well as the attributes of a 
Website selling cultural products on the Internet. 
Subjective Norms 
Subjective norms are the level of importance an individual places on the feelings of 
referent others toward their own behaviors. The reference group can be people who are 
important to the individual such as family, friends, peers, or co-workers. According to 
Fishbein and Azjen (1975), subjective norms are causally independent from attitude and 
they affect intentions directly. Correspondency, the direct impact of subjective norm on 
behavioral intention has been acknowledged in a number of consumer studies (Bagozzi, 
Baumgartner, & Yi, 1992; Sparks, & Shepherd, 1992; Yoh, 1999). Specially, Yoh (1999) 
found that subjective norm had a significant effect on Internet buying intention. 
In this study, subjective norms of shopping for cultural products on the Internet 
included two dimensions: 1 ) how strongly the respondents' important referents believe the 
respondents should use the Internet for shopping and 2) how strongly the respondents' 
important referents believe the respondents should act in a socially responsible manner by 
buying cultural products that support artisan groups in developing countries. It was projected 
that consumers will feel 'normal' if their family or friends are purchasing similar products or 
shopping at the same stores. For example, if they are the only one shopping on the Internet 
or shopping for cultural products, they might think that there is something wrong with them, 
and the belief will influence their intention. Furthermore, Littrell and Dickson (1999) found 
that consumer shopping for cultural products is related to consumers' strong interests in 
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global issues and concerns about the people in developing countries who live in an 
environment of poverty, inequality, and oppression. Therefore, it was suggested that 
consumers will feel 'better' if their referents share these societally directed values and 
support their shopping for cultural products as a socially responsible action. In the present 
study, it was hypothesized that 1 ) consumers who have more positive subjective norm for 
shopping on the Internet would have more positive intention to shop for cultural products on 
the Internet and 2) consumers who have more positive subjective norm for supporting 
artisan groups in developing countries would have more positive intention to shop for 
cultural products on the Internet. 
Intention 
Consumer behavior has been accurately predicted from measures of intention that 
correspond to behavioral criteria (Ajzen & Fishbein, 1980). Intention is determined by 
attitude concerning the positive and negative consequences of shopping as well as 
subjective norms of important referents. For example, an individual could have positive 
attitude toward performing the behavior, but would not intend to carry it out because of the 
disapproval of significant others. In the present study, intention was defined as the degree of 
likeliness of shopping for cultural products at the Website within two months. It was 
hypothesized that individuals' intention to shop for cultural products at the Website would be 
significantly influenced by their beliefs about cultural products and the Website, attitude 
toward shopping, and subjective norms. 
Cultural Creatives 
This study explored consumers who shop for cultural products on the Internet in 
relation to characteristics of Cultural Creatives, a large consumer segment with distinct 
attributes. Cultural Creatives include approximately one-fourth of U.S. adults; they are in 
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their early 40s, college educated, and with average incomes of $52,200. Few are elderly 
(over age 70) or younger adults (under age 24). Six out of ten are women. Forming a 
coherent subculture, Cultural Creatives share similar world views, values, lifestyles, and 
goals for the future. Cultural Creatives value community building, creating a better society, 
and ecological sustainability. They actively practice their values through volunteering in 
social and environmental programs. Cultural Creatives are open to world cultures and are 
attentive to global issues and systems (Ray & Anderson, 2000). As prolific users of the 
media, they want rich, holistic stories rather than bullet-point summaries of human events 
and conditions. 
As consumers, Cultural Creatives are differentiated through the things they buy and 
the shopping experiences they choose. With a strong desire for product authenticity, 
Cultural Creatives buy artifacts that possess integrity and authenticity. They are attracted to 
the foreign or exotic and reject high fashion, imitations, and fakes. They "want to know how 
a product was made, who made it, and what will happen to it when they are done with it" 
(Ray, 1997, p. 32). Their homes exhibit eclectic decoration; creating individual style with art 
and craft pieces is typical. These consumers seek new and unique shopping experiences. 
Cultural Creatives appeared to be similar in terms of demographics, values, and 
shopping motivations to consumer segments that purchase cultural products as identified by 
Littrell and Dickson (1999). Demographics were matched in that consumers who purchased 
cultural products were college-educated women in their 40s with household incomes of 
around $50,000. Like Cultural Creatives, cultural product consumers placed high priority on 
all the world's needs for education, peace, and environmental security. Both Cultural 
Creatives and cultural product consumers were interested in understanding global issues 
and concerned about the poor in developing countries. Cultural Creatives' interests in 
indigenous cultures, production origins and process, and emphasis on personal style 
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matched consumer motivations for purchasing cultural products such as connecting with 
artisans and establishing self-identity. 
Cultural Creatives were also identified as technology moderates. Although they were 
unlikely to be innovators, they were likely to be early adopters of technological products 
(Ray & Anderson, 2000). Cultural Creatives held characteristics similar to Internet users. 
When compared to Web user demographics more broadly. Cultural Creatives closely 
matched their female gender participation of 60%, $52,300 mean income, average age of 
42, and college or advanced degree education more broadly (Ernst & Young, 2001 ). In 
addition to demographics, Cultural Creatives' values of interpersonal equality, cooperative 
relationships, and focus on creating news ways of life closely matched the cultural variables 
of Internet users identified by Johnston and Johal (1999). Likewise, consumer motivations 
related to making connections and acting responsibly when purchasing cultural products 
aligned with Jonhston and Johal's proposal that Internet users value equitable, low-power, 
and caring relationships. 
Based on the characteristics of Cultural Creatives discussed above, it was assumed 
that consumers who exhibit stronger characteristics of Cultural Creatives would have 1 ) 
more positive beliefs about cultural products and 2) more positive beliefs about the Website 
selling cultural products. 
Shopping Value 
The marketing literature acknowledged that consumers' shopping values have two 
aspects, utilitarian and hedonic values (Babin, Darde & Griffin, 1994; Hirschman & Holbrook, 
1982; Lesser & Kamal, 1991). Utilitarian shopping value relates to task-related and rational 
shopping behavior, and results from conscious pursuit of an intended shopping outcome. 
Consumers with utilitarian shopping value describe shopping as a work-oriented task and 
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evaluate shopping as accomplishment and/or disappointment over the ability to complete 
the shopping task or the merits of acquired goods and services (Babin et al., 1994). In 
contrast, hedonic shopping value involves pure entertainment, enjoyment, or excitement 
offered through shopping experience. Consumers with hedonic shopping value seek fun and 
playfulness from shopping more than a specific outcome (e.g., a purchase) and describe the 
purchase of goods as incidental to the experience of shopping (Babin et al., 1994; 
Hirschman & Holbrook, 1982). Hence, while consumers with utilitarian shopping value 
tended to minimize their search and product evaluation efforts, consumers with hedonic 
shopping value enjoyed ongoing search activities such as browsing, even though no 
purchase was performed (Bloch & Richins, 1983; Bloch, Sherrel & Ridgway, 1986; Sherry, 
1990). 
It is believed that hedonic versus utilitarian aspects of shopping experience vary 
across contexts, such as different product categories and services (Hirschman & Holbrook, 
1982). Furthermore, consumer shopping values for online environment may differ from those 
held in the physical retail shopping environment (Childers, Carr, Peck, & Carson, 2001). In 
the present study, consumers' Internet shopping values were examined in the context of 
shopping for cultural product on the Internet. It was hypothesized that Internet shopping 
values would be associated with beliefs about attributes of the Website selling cultural 
products on the Internet. 
Shopping Value and Attributes of the Website Selling Cultural Products 
The present study projected that consumer experience of shopping for cultural 
products on the Internet would incorporate both utilitarian and hedonic aspects. Because 
utilitarian aspects of online shopping are predominantly associated with instrumental goals, 
consumers with utilitarian values would want to minimize any irritations from the search 
process and focus on purchasing a specific product. Convenient, easy, and useful aspects 
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of the Website might attract these consumers (Childers et al., 2001). Accurate and relevant 
product information, products in stock, and competitive prices of products would be 
important for utilitarian consumers because they could become frustrated when they have to 
go another Website to complete their shopping. 
In contrast, hedonic aspects of online shopping are projected to be more associated 
with affective goals such as pleasure and enjoyment of the shopping search. Consumers 
with hedonic shopping value would enjoy browsing a wide variety of information coupled 
with interestingly designed Web pages (Teo, 2001 ). Because hedonic values of shopping for 
cultural products are thought to be associated with consumer experience of different 
cultures and linkage with artisans (Littrell & Dickson, 1999), the stories about the artisans 
and cultures on the Website may motivate consumers with hedonic values by tapping their 
interest in the world and connecting with others. Experience-oriented features on the 
Website such as vividness of sensory information including images, video, color, sound, 
etc., and the interactivity and feedback would enhance hedonic shopping experience 
(Childers et al., 2001; Li, Kuo, & Russell, 1999; Shih, 1998). 
Hypotheses 
Based on the literature discussed previously, I have proposed two models. The 
theory of reasoned action (TRA) (Fishbein & Ajzen, 1975) was used as the conceptual 
framework. Decomposition of attitudinal belief structures and direct relationship between 
attitudinal belief structure and intention were added for both models. Because no studies 
have attempted to identify Cultural Creatives as target market characteristics for the 
Websites selling cultural products, hypotheses predicting relationships between Cultural 
Creatives and beliefs about particular attributes (e.g., easy navigation, competitive price) of 
the Website selling cultural products were not generated. It could be only predicted that 
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Cultural Creatives would have overall positive beliefs about cultural products and the 
Website selling cultural products. In contrast, based on previous research (Childers et al.. 
2001; Li et al., 1999; Shih, 1998) it was able to predict relationships between consumer 
beliefs about attributes of the Website selling cultural products with Internet shopping value. 
It was, therefore, necessary to have two separate models in this study. 
Model 1 (Figure 2.2) captured aspects of both products and Website to predict 
consumers' intention to shop for cultural products on the Internet. Particularly, consumers' 
characteristics associated with Cultural Creatives were related to their beliefs about cultural 
products and the Website selling cultural products. In Model 2 (Figure 2.3), the attributes of 
the Website for selling cultural products were a central focus testing in relation to 
consumers' Internet shopping values. In addition, particular attributes of the Website selling 
cultural products were related to attitude toward shopping for cultural products on the 
Internet and intention to shop for cultural products on the Internet. 
Hypotheses for testing Model 1 were: 
Hi: Consumers who exhibit higher levels of Cultural Creative characteristics will have 
more positive beliefs about cultural products. 
H2: Consumers who exhibit higher levels of Cultural Creative characteristics will have 
more positive beliefs about the Website selling cultural products. 
H3: Consumers who have more positive beliefs about cultural products will have more 
positive attitude toward shopping for cultural products on the Internet. 
H4: Consumers who have more positive beliefs about the Website selling cultural 
products will have more positive attitude toward shopping for cultural products on the 
Internet. 
H5: Consumers who have more positive beliefs about cultural products will have higher 
intention to shop for cultural products on the Internet. 
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H6: Consumers who have more positive beliefs about the Website selling cultural 
products will have higher intention to shop for cultural products on the Internet. 
H7: Consumers who have more positive attitude toward shopping for cultural products on 
the Internet will have higher intention to shop for cultural products on the Internet. 
Hg: Consumers who have more positive subjective norm for shopping on the Internet will 
have higher intention to shop cultural products on the Internet. 
Hg: Consumers who have more positive subjective norm for supporting artisan groups in 
developing countries will have higher intention to shop cultural products on the 
Internet. 
Hypotheses for testing Model 2 were: 
Hio: Consumers' Internet shopping values will have significant relationships with 
attributes of the Website selling cultural products. 
Hv: Consumers' beliefs about attributes of the Website will have significant positive 
relationships with attitude toward shopping for cultural products on the Internet. 
H12: Consumers' beliefs about attributes of the Website will have significant positive 
relationships with intention to shop for cultural products on the Internet. 
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CHAPTER 3: METHODS 
The purpose of this study was to examine two theoretical models for consumers' 
behavioral intention to shop for cultural products on the Internet as proposed in the previous 
chapter. Using the Theory of Reasoned Action (Fishbein & Azjen, 1975) and previous 
research, the relationships among consumer characteristics, beliefs about cultural products 
and the Website selling cultural products, attitude toward shopping for cultural products on 
the Internet, and intention to shop for cultural products on the Internet were hypothesized. 
To empirically test the hypothesized relationships in the two theoretical models, a Web 
survey was employed for data collection. In Chapter 3, a detailed description of the methods 
addresses collaboration with Eziba, the sample, development of the Web questionnaire, the 
data collection procedure, and data analysis. 
Collaboration with Eziba 
The Web survey questionnaire was developed in collaboration with Eziba.com. To 
discuss the company's specific interests in the survey, I conducted field research at Eziba 
located in North Adams, MA where I interviewed 11 people, including the co-founders of the 
company, the CEO, vice presidents of operation, technology development, and directors of 
merchandising, marketing, and customer relations. Eziba was keen to understand their 
repeat customers' characteristics and shopping experiences at their Website. Specially, 
Eziba wanted to identify their customers' characteristics associated with Cultural Creatives. 
The Web questionnaire items were developed reflecting both theoretical interests in the 
present study and the company's interests. Several drafts of the Web survey questionnaire 
were reviewed and questionnaire items were negotiated between the researcher and Eziba 
representatives. 
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Sample 
Due to the company's interest in their repeat customers' characteristics and 
shopping experiences, a list of e-mail addresses was obtained for individuals who had 
purchased cultural products more than two times at Eziba's Website within the past six 
months. It was comprised of approximately 2,550 individuals. From this population of 
interest, a random sample of 1,000 individuals was selected and invited by e-mail to 
participate in the Web survey. 
Web Questionnaire Development 
The Web questionnaire consisted of nine sections containing items that measured 
exogenous and endogenous variables in the two proposed models in Chapter 2. 
Endogenous Variables 
Belief Structures 
According to the Theory of Reasoned Action (Ajzen & Fishbein, 1980), attitude is 
determined by belief structures ( % biei ). Adapting decomposition effects of the belief 
f=I 
structures suggested by previous researchers (e.g., Taylor & Todd, 1995), the belief 
structures for shopping for cultural products on the Internet were decomposed into two 
dimensions including 1 ) attributes of cultural products and 2) attributes of the Website selling 
cultural products. In each dimension, belief strength (bi) and evaluation (ei) of the attributes 
were measured. The score of bi weighted by the score of 6; was summed in order to 
compute the score of the belief structure in each dimension. 
Belief strength (bi) and evaluation fe,) of cultural products 
To measure belief strength that cultural products have certain attributes in general, 
respondents were asked to rate their importance for eight attributes of cultural products on a 
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Table 3.1. Attributes for Cultural Products 
The handcrafted products.... (belief strength) 
Eziba s handcrafted products (evaluation) 
1. exhibit fine attention to detail in their production and finishing. 
2. are handmade products that take a lot of time to produce. 
3. show high quality workmanship. 
4. show some unique features that are hard to find. 
5. show creativity of the artisans. 
6. have colors that are appealing to me. 
7. show high quality design. 
8. are relevant to my lifestyle. 
7-point Likert scale ranging from -3 being "very unimportant" to 3 being "very important" 
(see Table 3.1). These eight attributes of cultural products were identified based on previous 
research (Littrell & Dickson, 1999) except for one attribute, "are relevant to my 
lifestyle", which was of particular interest to Eziba for understanding whether their products 
match with their customers' lifestyle. Using the same statements, respondents were then 
asked to evaluate the cultural products that Eziba offers. Evaluation of Eziba's cultural 
products was measured by a 7- point Likert scale with -3 indicating "never" and +3 
indicating "always". 
Belief strength (bi) and evaluation (e f )  of the Website selling cultural products 
The 17 salient attributes fora Website selling cultural products were identified based 
on previous research (Lee & Littrell, 2002, Lohse & Spiiler, 1998;). To measure strength of 
belief, respondents rated the level of importance for 17 attributes of a Website selling 
cultural products on a 7-point Likert scale with -3 representing "very unimportant" to 3 
representing "very important"(see Table 3.2). Respondents then evaluated Eziba's Website 
with the same 17 attributes using a 7- point Likert scale with -3 indicating "never" and +3 
indicating "always". 
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Table 3.2. Attributes for a Website Selling Cultural Products on the Internet 
A Website has.... (belief strength) 
Eziba's Website has.... (evaluation) 
1. thorough company information (e.g., history, location, mission statement). 
2. relevant product information (e.g., price, use, care). 
3. good quality photographs of the products. 
4. pictorial ideas for how the products can be used or worn. 
5. information about the artisans who made the products. 
6. information about the country and culture where the products are made. 
7. products in stock. 
8. competitive prices. 
9. quick response to customers (e.g., e-mail feedback). 
10. easy online ordering process. 
11. accurate product delivery. 
12. ease of product return. 
13. privacy protection. 
14. security in online transaction. 
15. ease of navigation and search process. 
16. visual appeal on the Website. 
17. interactivity such as chat room between customers or between the company and 
customers. 
Attitude Toward Shopping for Cultural Products on the Internet 
For a global measure of attitude, respondents were asked to score their overall 
experience of shopping for cultural products at Eziba with four 7-point semantic differential 
items (bad/good, negative/positive, not enjoyable/enjoyable, difficult/easy). The mean 
across the four items was used as the variable, attitude toward shopping for cultural 
products on the Internet. 
Subjective Norms 
Subjective norms of shopping for cultural products on the Internet were assessed by 
two items, 1 ) "most people who are important to me would think that I should use the 
Internet for shopping" and 2) "most people who are important to me would think that I should 
act in a socially responsible manner by supporting artisan groups in developing countries". 
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Respondents were asked to indicate their degree of agreement with each statement, 
ranging from "strongly disagree" (-3) to "strongly agree" (3). A single item-subjective norm 
for Internet shopping and subjective norm for supporting artisan groups in developing 
countries were used for single indicator for the variables as they were. 
Behavioral Intention 
Respondents were asked to indicate the likelihood that 1 ) they would visit Eziba's 
Website for shopping within the next two months and 2) they would purchase any cultural 
products from Eziba's Website within the next two months. A 7-point scale, ranging from 
"very unlikely" (-3) to "very likely" (3), was employed for each of the two measures. The 
mean from the sum of the two items was used to generate the intention score in the two 
proposed models. 
Exogenous Variables 
Cultural Creatives 
To measure Cultural Creative characteristics, 11 items were developed based on 
Ray and Anderson (2000) (see Table 3.3). These items reflected Cultural Creatives' 
Table 3.3. Questionnaire Items Measuring Cultural Creatives 
1. Educational workshops, spiritual gatherings, and/or personal growth opportunities 
appeal to me. 
2. I devote time to my personal and/or spiritual development. 
3. I like learning about ways of life in different parts of the world. 
4. I am concerned with issues affecting people in developing countries around the 
world. 
5. I think about issues that affect the whole planet (e.g., global warning, ecological 
sustainability, and overpopulation). 
6. I like to create a unique personal style in my home. 
7. I enjoy having craft and art objects around my home. 
8. I like travel that is exotic. 
9. I enjoy ethnic and/or gourmet cooking. 
10. It is important to me that consumer goods are authentic, rather than imitation. 
11. When I shop, I want to know where a product came from, how it was made, and 
who made it. 
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Table 3.4. Questionnaire Items Measuring Shopping Values 
Hedonic: 
1. Shopping on the Internet is fun. 
2. Shopping on the Internet feels like an escape. 
3. I enjoy Internet shopping for its own sake, not just for the items I may purchase. 
4. While shopping on the Internet, I feel the excitement of the hunt. 
Utilitarian: 
5. I try to accomplish just what I want to on an Internet shopping trip. 
6. While shopping on the Internet, I try to find just the item(s) I am looking for. 
7. I am disappointed if I have to go to another website(s) to complete my shopping. 
worldviews, values, and lifestyles. Respondents were asked to indicate their agreement with 
each statement, ranging from "strongly disagree" (-3) to "strongly agree" (3). 
Shopping value 
Seven items were adapted from the hedonic and utilitarian shopping values 
measurement scale developed by Babin et al. (1994) with small modifications in the 
wordings of several statements in order to assess the value of the Internet shopping 
experience (see Table 3.4.). The items were rated on a 7-point Likert type scale ranging 
from "strongly disagree" (-3) to "strongly agree" (3). 
Other Variables of Interest 
Other questions were asked to describe respondents' past shopping behavior (e.g., 
frequency of shopping at Eziba.com, types of cultural products they were most interested in) 
and Internet use (e.g., place for use of Internet for shopping, amount of time each week). 
Demographic items asking about sex, age, residential location, ethnicity, marital status, 
household income, number of children and adults living in the household, education, 
occupation, income, and international travel experience were included for additional 
description of respondents. In addition, topics of particular interest to Eziba included use of 
the Eziba catalog, preference of retail distribution for cultural product shopping, types of 
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magazines respondents regularly read, and open-ended suggestion for products and 
services at Eziba. 
Web Questionnaire Format 
Based on Dillman's (2000) suggestions for designing Web surveys, the Web 
questionnaire was constructed on a Web site by using Microsoft FrontPage 4.0. The Web 
questionnaire was introduced with a welcome screen that provided brief information about 
the study, confidentiality of the responses, and an incentive for completion of the Web 
survey. Due to the length of the questionnaire, a screen-by-screen construction format was 
used to achieve minimum scrolling in order to see all the items; therefore, the questionnaire 
was designed in a total of six screens. Since respondents must have a different software 
application (e.g., Netscape or Explorer) to access the Web survey, questions were 
constructed in a fixed format with the goal of making the questionnaire appear the same for 
all respondents. Considering computer compatibility among respondents, the simple 
conventional questionnaire format was recommended by Dillman (2000). It was necessary 
to minimize the use of color and advanced features in order to avoid respondent frustration 
with browser limitations and the length of time required for receiving the questionnaire. 
Pretest 
As a pilot study, the Web questionnaire was tested on four experienced Web users 
who had shopped on the Internet before and were interested in cultural products. The four 
users were asked to record the length of time the questionnaire took to complete and to 
evaluate and critique the design of the Web survey as well as each item on the 
questionnaire. Based on the results of the pilot test and comments from the four users, the 
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necessary corrections were made before the instrument was administered to the 
participants. 
Web Survey Procedure 
The e-mail invitation letter explained the purpose of the study and assured 
confidentiality of information provided by respondents. The sample was directed to a 
Website by clicking on the URL to the survey. To make sure the same customer was not 
filling out the survey twice, each potential respondent received a unique URL to the Web 
survey, including personal identification numbers in the URL information. In addition, to 
increase participation in the Web survey, a drawing of 20 people for an award of a $50 
Eziba gift certificate each was used as an incentive and announced to the sample in this 
initial e-mail invitation. Two weeks later, a second follow-up e-mail was sent to the people 
that had not responded to the Web survey. The e-mail invitation letter, Web questionnaire, 
and e-mail follow-up letter are placed in Appendix A, B, and C, respectively. 
Statement on Human Subjects in Research 
The data collection questionnaire and letters requesting responses were submitted to 
and approved by the Iowa State University Human Subjects Review Committee on the use 
of human subjects for this study (see Appendix D). The committee ensured that the rights 
and welfare of the human subjects were adequately protected, that responses would be kept 
confidential, and any possible risks or discomfort to the subjects were avoided. 
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Data Analysis 
Data analysis consisted of descriptive analysis, preliminary analysis, and analysis of 
the causal model. The statistical package for social science (SPSS) Version 10.0 and the 
analysis of moment structures (AMOS), Version 4.0 were used to conduct data analysis. 
Descriptive Analysis 
First, frequencies were examined for all variables to clean the data and to remove 
unusable questionnaires. In general, respondents who did not complete more than 15 
percent of the questionnaire were removed. Among the nine sections in the questionnaire, 
no particular section was frequently left unanswered. However, the section measuring 
strengths of beliefs about Website selling cultural products seemed to be the most 
problematic area because all respondents gave the same responses for all 17 Website 
attributes. This was not a surprising result since many researchers have pointed out the 
potential problem of measuring belief strength in that eliciting precise weights on the 
attributes is beyond the average decision maker and requires an unrealistic level of 
precision (Fishbein & Ajzen, 1975; Nisbett & Wilson, 1977; Reilly & Doherty, 1989). It has 
also been argued that the unweighting method (equal weighting) performs better than 
precise numerical weights (Einhorn & Hogarth, 1975; Horsky & Rao, 1984). Since it was 
suspected that respondents were not able or willing to assign precise numerical weights on 
thel 7 Website attributes sufficiently, the data measuring belief strength of 17 Website 
attributes were not included for further analysis. Using the unweighting method, beliefs 
about the Website selling cultural products were measured only by respondents' evaluation 
of the Website selling cultural products. 
Interestingly, for belief strength of cultural products, the majority of respondents gave 
different responses for the eight product attributes. It seemed that assigning weights on 
eight product attributes was less demanding and time consuming than assigning weights on 
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17 Website attributes. The data measuring belief strength of cultural product attributes were 
not deleted from the data set. However, the decision regarding using the weighted or 
unweighted belief structure for cultural product attributes was made based on the results of 
the factor analysis and model testing. 
Descriptive analysis focused on demographics, overall respondents' past shopping 
behavior at Eziba.com, and their use of the Internet. Others, such as use of the Eziba 
catalog, preference of retail channels for cultural product shopping, types of magazines 
respondents regularly read, and open-end suggestion for products and services at 
Eziba.com were also examined to further describe respondents' characteristics and how 
they shopped at Eziba. 
Preliminary Analysis 
For preliminary analysis, factor analysis was first used to reduce the number of items 
and to group similar items together (Churchill, 1995). An examination of scree-tests and 
conceptual clarity of items included within each factor guided the decision for the number of 
factors. Item loadings above .55 (Nunnally, 1967) with a difference of at least .20 on other 
factors were retained to define factors. Each factor was given a name based on conceptual 
themes among the items loading on the factor. Reliability was examined using Cronbach's 
alpha coefficient. High alpha values were considered as evidence of high reliability among 
multiple questionnaire items within a factor. A Cronbach alpha of .70 was considered an 
acceptable indicator of internal consistency (Peterson, 1994). Summated scores were 
created for all factors and divided by the number of items included in the score. Means and 
standard deviations of the research variables were examined and t-tests and Bonferroni 
multiple comparisons were conducted to examine significant differences among some of the 
research variables. 
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The non-response bias for the present study was accessed by chi-square and t-tests. 
The first 30% respondents and the last 30% respondents were compared on demographic 
and research variables in order to determine whether there were significant differences 
between the means of early respondents and late respondents (Armstrong & Overton, 1977). 
Analysis of Causal Models 
The proposed causal models were analyzed by the maximum-likelihood estimation 
procedure using the analysis of moment structures (AMOS). Structural model analysis by 
Amos can be applied where there are measurement error and correlation residuals 
(Pedhazur, 1982). In the present study, correlation residuals were used in the models. For 
example, beliefs about cultural products and beliefs about the Website selling cultural 
products were hypothesized to have no direct association; instead, the residuals were 
allowed to correlate with each other. No measurement errors were allowed to keep the 
models simple and to have single indicators of the research constructs measured by their 
relative summated scales. To analyze the causal models, the overall fit of the causal models 
was evaluated using chi-square statistics, goodness-of-fit index, adjusted goodness-of-fit 
index, and root mean square residual. In addition, direct and indirect effects of the research 
variables were examined. 
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CHAPTER 4: PRELIMINARY RESULTS 
This chapter consists of the results of descriptive and preliminary analyses of the 
research data. First, the response rate and sample characteristics are described. Second, 
exploratory factor analysis was conducted on the following variables: Cultural Creative 
characteristics, Internet shopping value, beliefs about cultural products, beliefs about the 
Website selling cultural products, attitude toward shopping for cultural products on the 
Internet, and intention to shop for cultural products on the Internet. Internal reliability was 
assessed using Cronbach's alpha. Summated scores were developed for all research 
variables and t-tests and Bonferroni multiple comparisons were performed to describe the 
research variables. Finally, non-response bias was assessed by t-tests and chi-square tests. 
Sample Characteristics 
Of the 1000 Eziba customers invited by e-mail to participate in the Web survey, 203 
responses were returned for a response rate of 20.3%. Of these returns, 200 usable 
questionnaires were employed for the data analyses. 
Demographics 
Respondents' demographic characteristics were summarized in Table 4.1. Generally, 
respondents were female (82%), white or European American (84%), and between the ages 
of 30 and 59 (71%). A little over half were married (54%). Two-thirds were living with another 
adult in the same household (61%). Respondents resided in a variety of states with the most 
frequent residency being California (17%), followed by New York (12%), Massachusetts 
(8%), and Illinois (7%). Over half resided in urban areas (60%). Respondents represented a 
well-educated group with 75% holding a college degree. Of these, a little over half have also 
earned graduate degrees. Nearly all were employed (85%). Occupations were heavily 
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Table 4.1. Demographic Characteristics 
Variable Frequency Percent3 
Gender 
Male 33 16.5 
Female 164 82.0 
Age 
18-29 
30-39 
40-49 
50-59 
60-69 
70-79 
80-89 
33 
42 
55 
45 
17 
4 
1 
16.5 
21.0 
27.5 
22.5 
8.5 
2.0 
.5 
Ethnicity 
Asian American 3 1.5 
Black or African American 10 5.0 
Hispanic or Latino 3 1.5 
Native American 2 1.0 
Native Hawaiian or Pacific Islander 1 .5 
White or European 168 84.0 
Other 8 4.0 
Marital Status 
Single 89 44.5 
Married 107 53.5 
Family Size 
No. of adults in household 
1 50 25.0 
2 122 61.0 
3 15 7.5 
4 3 1.5 
5 2 1.0 
No. of children in household 
0 38 19.0 
1 25 12.5 
2 18 9.0 
3 1 .5 
4 2 1.0 
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Table 4.1. (Continued) 
Variable Frequency Percent3 
State of Residence 
Alabama 2 1.0 
Alaska 1 .5 
Arizona 1 .5 
California 34 17.0 
Colorado 6 3.0 
Connecticut 4 2.0 
Delaware 1 .5 
Florida 5 2.5 
Georgia 2 1.0 
Hawaii 1 .5 
Idaho 1 .5 
Illinois 14 7.0 
Indiana 2 1.0 
Iowa 1 .5 
Kentucky 2 1.0 
Louisiana 1 .5 
Maryland 3 1.5 
Massachusetts 16 8.0 
Michigan 5 2.5 
Minnesota 2 1.0 
Missouri 1 .5 
Nebraska 1 .5 
Nevada 1 .5 
New Jersey 7 3.5 
New York 24 12.0 
North Carolina 2 1.0 
Ohio 4 2.0 
Pennsylvania 8 4.0 
Rhode Island 2 1.0 
South Carolina 2 1.0 
Tennessee 3 1.5 
Texas 11 5.5 
Utah 1 .5 
Vermont 1 .5 
Virginia 9 4.5 
Washington 3 1.5 
Wisconsin 3 1.5 
Wyoming 2 1.0 
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Table 4.1. (Continued) 
Variable Frequency Percent3 
Residential location 
Rural 20 10.0 
Small town 58 29.0 
Urban 120 60.0 
Education 
High School 5 2.5 
1 -3 years technical, vocational, or college 42 21.0 
Bachelor's degree 48 24.0 
Some graduate work 23 11.5 
Master's degree 52 26.0 
Doctorate, medical or law degree 27 13.5 
Employment 
Yes 169 84.5 
No 15 7.5 
Retired 13 6.6 
Occupation" 
Teachers, professors, librarians 20 10.0 
Health-related professions, doctors, nurses 14 7.0 
Helping professions, social workers, counselors 1 .5 
Art including writers, artists, performers 9 4.5 
Business owners, managers, executives 51 25.5 
Administrative support, clerical, computer 12 6.0 
operators 
Sales and marketing 5 2.5 
Professionals including law, engineering, 31 15.5 
computer science, journalists 
Service occupation 5 2.5 
Other 6 3.0 
Income 
$10,000 to $24,999 7 3.5 
$25,000 to $49,999 31 15.5 
$50,000 to $74,999 34 17.0 
$75,000 to $99,999 26 13.0 
$100,000 to $149,000 33 16.5 
$150,000 to $199,000 13 6.5 
$200,000 and over 34 17.0 
3Total percent may not be equal to 100 due to non-responses. 
b Percent for occupation was based on total number of respondents who were employed 
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concentrated in categories of business owners, managers, and executives (26%); 
professionals including law, engineering, and computers (16%); and teachers, professors, 
and librarians (10%). About 60% reported household incomes of more than $50,000. 
However, one-fourth had incomes over $150,000. 
International Travel. Internet Use, and Magazines or Newspapers 
The majority of respondents traveled internationally at least once or twice a year 
(63%). They shopped on the Internet at home (60%) and each week used the Internet for 1 
to 5 hours (42%) or 6 to 10 hours (29%) for reasons other than work. They read magazines 
or newspapers such as the New York Times (30%), National Geographic (27%), and the 
New Yorker (22%) (See Table 4-2 and 4-3). 
Table 4.2. International Travel and Internet Use 
Variable Frequency Percent 
How often do you travel internationally? 
Every month 0 0 
Once every few months 12 6.0 
Once or twice a year 113 56.5 
Never 63 31.5 
You most often shop on the Internet from 
Always at home 82 41.0 
Usually at home 39 19.5 
Always at work 19 9.5 
Usually at work 23 11.5 
Equally at work and at home 32 16.0 
Others 3 1.5 
About how much time do you use the Internet for any 
reason other than work each week? 
Less than 1 hour 15 7.5 
I-5 hours 84 42.0 
6-10 hours 58 29.0 
II-20 hours 26 13.0 
More than 20 hours 14 7.0 
a Total percent may not be equal to 100 due to non-responses. 
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Table 4.3. Magazines or Newspapers that Respondents Regularly Read 
Magazines or newspapers3 Frequency Percent 
Bazarr 10 5.0 
Biography 7 3.5 
Elle 11 5.5 
eShopper 1 0.5 
Essence 5 2.5 
Forbes 7 3.5 
House & Garden 27 13.5 
In Style 31 15.5 
Mademoiselle 5 2.5 
Marie Claire 16 8.0 
Metropolitan Home 21 10.5 
National Geographic 53 26.5 
New Yorker 44 22.0 
The New York Times 60 30.0 
Time 27 13.5 
Traveler 17 8.5 
Vogue 17 8.5 
USA Today 14 7.0 
Utne Reader 14 7.0 
W 7 3.5 
WWD 1 0.5 
Others" 
a Respondents could check more than one category. 
"Others include: 
"Other magazines or newspapers Frequency 
Newsweek 12 
Smithsonian 7 
Real Simple 7 
Atlantic Monthly 7 
Martha Stewart Living 6 
Better Homes & Gardens 5 
People 4 
Lucky 4 
Gourmet 4 
Cooking Light 4 
Vanity Fair, Travel & Leisure, Mother Jones, Discovery, Business Week, Rolling Stone, 
Washington Post, US News & World Report, Sunset, Sports Illustrated, Shape, Self, San 
Francisco Chronicle, Reuters, Reader's Digest, Prevention, Organic Gardening, New York 
Magazine, Jane, Harper's, Food & Wine, Economist, Bon Appetite, Audubon, Architectural 
Digest, Washington Post, Parabola, Outside, Allure 
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Shopping Experience at Eziba.com 
Generally, respondents visited Eziba.com for shopping either every month (47%) or 
once every few months (34%). However, nearly one-fifth visited the Website at least once a 
week. Respondents were most interested in buying jewelry (67%), followed by fashion 
accessories (41 %) and seasonal or holiday items (37%). About two-thirds of the 
respondents expressed their loyalty to Eziba by not buying from other similar Websites. The 
remaining one-third purchased products from other catalogs or Websites such as 
Novica.com, SERRV International, and Redevelop.com. 
In general, respondents did not limit their shopping to the Website. About one-half of 
the customers also used the Eziba catalog for catalog shopping (46%) or to gain product 
information (27%). Respondents did not have a preference for a particular distribution 
channel; rather they shopped for handcrafted products through multi-channels such as 
catalog, Internet, and stores. 
When asked what they liked best about Eziba, respondents frequently mentioned 
that they appreciated the great selection of unique products, could support artisans in 
developing nations through their purchases, and found the Eziba Website to be a fun 
shopping experience. Several customers elaborated: 
"Beautifully photographed, respectful and mindful in your product selection, 
clever in your marketing. Perhaps this sounds odd, but I get the sense that 
your organization cares about what it's doing, [and] who it represents." 
"The unique items Eziba sells. You can almost never find them anywhere 
else." 
45 
However, customers also commented about the product line, asking for greater variety in 
product selection, lower prices, more sales, and more products in stock. Again, customers 
responded: 
"You all used to offer some very unique and different stuff. What happened? 
All of a sudden it started to look like Pier One. " 
"I'd like to see some items introduced from new countries. Linens from Turkey. 
jewelry from Greece, etc.—you're too focused lately on Mexico and South 
America. " 
"Lower prices. I honestly find it hard to believe that the artisans are seeing 
much of the money you take in from the Website's products, but I could also 
be very wrong. My husband and I travel quite a bit and see similar pieces 
abroad for much less. " 
Characteristics Associated with Cultural Creatives 
A series of questions was included in the survey to ascertain whether respondents 
held characteristics in common with "Cultural Creatives," a consumer group described by 
Ray and Anderson (2000) (See Table 4.4). Indeed, the two groups exhibited many common 
traits. Respondents were similar to Culture Creatives in that they enjoyed having craft and 
art objects around their home (M = 2.49 on a scale of -3 being strongly disagree to +3 being 
strongly agree) and liked to create a personal style in their home (M = 2.40). It was also 
important to them that consumer goods are authentic, rather than imitation (M =2.31 ). They 
liked learning about ways of life in different parts of the world (M = 2.24), enjoyed ethnic 
and/or gourmet cooking (M =2.15), and liked travel that is exotic (M =1.92). When they shop, 
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Table 4.4. Cultural Creatives3 
Variable Mean Std. Dev. 
I enjoy having craft and art objects around my home. 2.49 0.86 
I like to create a personal style in my home. 2.40 0.95 
It is important to me that consumer goods are authentic, 
rather than imitation. 2.31 1.06 
I like learning about ways of life in different parts of the 
world. 2.24 1.04 
I enjoy ethnic and/or gourmet cooking. 2.15 1.19 
I like travel that is exotic. 1.92 1.35 
When I shop, I want to know where a product came from, 
how it was made, and who made it 1.91 1.04 
I think about issues that affect the whole planet (e.g., global 
warning, ecological sustainability, and overpopulation). 1.72 1.32 
I devote time to my personal and/or spiritual development. 1.29 1.57 
Educational workshops, spiritual gatherings, and/or personal 
growth opportunities appeal to me. 0.89 1.72 
a Based on a scale of -3 being strongly disagree to +3 being strongly agree 
they wanted to know where a product came from, how it was made, and who made it (M 
=1.91 ). They also think about issues that affect the whole planet (e.g., global warning, 
ecological sustainability, and overpopulation) (M =1.72). However, respondents were 
somewhat dissimilar to Cultural Creatives in that they did not devote significant time to their 
personal and/or spiritual development (M = 1.29), nor did educational workshops, spiritual 
gatherings, and/or personal growth opportunities appeal strongly to them (M =0.89). 
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Internet Shopping Value 
Table 4.5 showed Internet shopping value of respondents. Overall, respondents 
enjoyed shopping on the Internet; they considered it to be fun (M =1.89). While shopping on 
the Internet, they tried to find the item(s) they are looking for (M = 1.62) and tried to 
accomplish just what they want to during an Internet shopping trip (M = 1.32). 
Evaluation of Shopping for Cultural Products at Eziba.com 
Overall, the attributes of Eziba's cultural products were evaluated positively (See 
Table 4.6.). Respondents most strongly agreed that Eziba's cultural products showed some 
unique features that are hard to find (M = 2.35 on a scale of-3 being strongly disagree to +3 
being strongly agree) and exhibited the creativity of the artisans (M = 2.40). Products were 
also perceived to exhibit fine attention to detail (M = 2.18), to be of high quality in design (M 
Table 4.5. Internet Shopping Value3 
Variable Mean Std. Dev. 
Shopping on the Internet is fun 1.89 1.07 
While shopping on the Internet, I try to find just the item(s) I 
am looking for. 1.62 1.48 
I try to accomplish just what I want to on Internet shopping 
trip. 1.32 1.50 
I enjoy Internet shopping for its own sake, not just for the 
items I may purchase. 0.42 1.79 
While shopping on the Internet, I feel the excitement of the 
hunt. 0.29 1.75 
I am disappointed if I have to go another website(s) to 
complete my shopping. 0.23 1.71 
Shopping on the Internet feels like an escape -0.13 1.89 
3 Based on a scale of -3 being strongly disagree to +3 being strongly agree 
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= 2.17) and workmanship (M = 2.12), and to be offered in appealing colorways. However, in 
contrast, the customers only slightly agreed that Eziba's cultural products are handmade 
products that take a lot of time to produce (M = 1.55) and are relevant to their lifestyle (M = 
1.59). Respondents were also positive about the Eziba Website (see Table 4.7). Among the 
17 attributes of the Website, the highest evaluated attributes were accurate product delivery 
(M = 2.67), easy online ordering process (M = 2.63), and security in online transaction (M = 
2.61 ). The lowest evaluated attributes, although still slightly on the positive side, were 
interactivity such as having a chat room between customers or between the company and 
customers (M =0.36), followed by competitive prices (M = 1.64), and ease of product return 
(M = 1.65). When asked to respond to adjective descriptors of the overall experience of 
shopping for handcrafted products at Eziba and to indicate their future intentions for 
shopping at Eziba, respondents had "good" (M = 2.55), "positive" (M = 2.60), "enjoyable" (M 
Table 4.6. Evaluation of Eziba's Cultural Products3 
Variable Mean Std. Dev. 
show creativity of the artisans 2.40 0.73 
show some unique features that are hard to find 2.35 0.75 
exhibit fine attention to detail in their production and finishing. 2.18 0.75 
show high quality design 2.17 0.76 
show high quality workmanship 2.12 0.81 
have colors that are appealing to me 2.10 0.85 
are relevant to my lifestyle 1.59 1.15 
are handmade products that take a lot of time to produce 1.55 0.98 
3 Based on a scale of -3 being never and +3 being always 
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Table 4.7. Evaluation of Eziba's Website3 
Variable Mean Std. Dev. 
accurate product delivery 2.67 0.61 
easy online ordering process 2.63 0.71 
security in online transaction 2.61 0.79 
privacy protection 2.47 0.89 
visual appeal on the Website 2.47 0.72 
ease of navigation and search process 2.45 0.80 
good quality photographs of the products 2.40 0.79 
relevant product information 2.27 0.86 
quick response to customers (e.g., e-mail feedback) 2.24 1.04 
products in stock 2.13 0.87 
information about the country and culture where the products 
are made 2.12 0.87 
thorough company information 1.99 1.14 
information about the artisans who made the products 1.76 0.99 
pictorial ideas for how the products can be used or worn 1.72 1.01 
ease of product return 1.65 1.35 
competitive prices 1.64 1.12 
interactivity such as chat room between customers or 
between the company and customers 0.36 1.20 
3 Based on a scale of-3 being never and +3 being always 
= 2.47), and "easy" (M = 2.46) experiences at Eziba's Website. In the next two months, they 
were also likely to visit Eziba's Website for shopping (M = 2.36) or to purchase products on­
line (M =1.95). 
Factor Analysis 
Factor analysis was conducted on the following multi-item variables: Internet 
shopping value, characteristics of Cultural Creatives, beliefs about cultural products, beliefs 
about the Website selling cultural products, attitude toward shopping for cultural products on 
the Internet, and intention to shop for cultural products on the Internet. Principle components 
analysis was run to observe dimensionality and relationships among multiple items within 
measures and for data reduction into a smaller number of variables. Once dimensions of a 
research variable were identified, they were given names based on conceptual themes 
among the items loading on the factor. Reliability was examined using Cronbach's alpha 
coefficient. Summated scores were created for all research variables and divided by the 
number of items included in the variable. Two other research variables were measured with 
a single item-subjective norm for Internet shopping and subjective norm for helping artisan 
groups in developing countries. 
Cultural Creatives 
Factor analysis of the 11 Cultural Creatives items generated two factors: 
product/personal style and global concern (See Table 4.8.). The two factors accounted for 
73% of the total variance. Factor loadings ranged from .61 to .89. The product/personal style 
factor emphasized customers' desire for product authenticity which was strongly correlated 
with their interest in creating a unique, personal style in their homes through the use of craft 
and art objects and in knowing the origins from which the products emerged. The global 
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concern factor reflected consumers' integrated interests in world cultures, environmental 
sustainability, and global issues. Cronbach's alpha coefficient values were .81 and .85 for 
the product/personal style and global concern, respectively, indicating acceptable levels of 
reliability. 
Table 4.8. Factor Analysis Results for Cultural Creatives 
Factor Title and Items Factor Loading 
Product/personal style 
It is important to me that consumer goods are authentic, rather .87 
than imitation. 
When I shop, I want to know where a product came from, how .74 
it was made, and who made it. 
I like to create a unique, personal style in my home. .68 
I enjoy having craft and art objects around my home. .61 
Cronbach's alph = .81 
Global concern 
I think about issues that affect the whole planet (e.g., global .89 
warning, ecological sustainability, and overpopulation). 
I am concerned with issues affecting people in developing .87 
countries around the world. 
I like learning about ways of life in different parts of the world. .70 
Cronbach's alph = .85 
Items not used 
Educational workshops, spiritual gatherings, and/or personal 
growth opportunities appeal to me. 
I devote time to my personal and/or spiritual development. 
I like travel that is exotic. 
I enjoy ethnic and/or gourmet cooking. 
Total Percent of Variance = 72.75 
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Shopping Values 
Two factors emerged from the factor analysis of the eight Internet shopping values 
items, explaining 66% of the total variance (see Table 4.9). The factor loading ranged 
from .67 to .86. The first factor, hedonic value, represented the experiential aspects of 
shopping on the Internet, such as fun, escape, enjoyment, and excitement of the hunt. The 
second factor, utilitarian value captured the instrumental perspective of shopping on the 
Internet, including accomplishing just what the shopper wanted on an Internet shopping trip 
and trying to find just the item(s) the shopper was looking for. The hedonic value had a 
Cronbach's alpha coefficient of .79, indicating reasonably good reliability; however, the 
utilitarian value showed relatively low alpha of .60. 
Table 4.9. Factor Analysis Results for Internet Shopping Values 
Factor Title and Items Factor Loading 
Hedonic value 
While shopping on the Internet, I feel the excitement of the .86 
hunt. 
I enjoy Internet shopping for its own sake, not just for the items .81 
I may purchase. 
Shopping on the Internet feels like an escape. .80 
Shopping on the Internet is fun .67 
Cronbach's alph = .79 
Utilitarian value 
While shopping on the Internet, I try to find just the item(s) I am .85 
looking for. 
I try to accomplish just what I want to on Internet shopping trip. .84 
Cronbach's alph = .60 
Item not used 
I am disappointed if I have to go another website(s) to complete 
my shopping. 
Total Percent of Variance = 65.73 
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Beliefs about Cultural Products 
To determine dimensions of beliefs about cultural products, factor analysis was 
performed separately for both weighted and unweighted scores. The weighted scores were 
generated based on Fishbein and Ajzen's formula (1975), which involves multiplying scores 
for each evaluation of eight attributes of Eziba cultural products by the respective belief 
strength. The unweighted (equal weighted) scores were scores for evaluation of eight 
attributes of Eziba cultural products. The results of factor analysis for both the weighted and 
unweighted scores were same and only one factor of beliefs about cultural products was 
extracted. The unweighted scores were used to generate beliefs about cultural products'. 
The factor of beliefs about cultural products encompassed two concepts including 
craftsmanship (e.g., high quality workmanship, fine attention to detail, handmade products) 
Table 4.10. Factor Analysis Results for Beliefs about Cultural Products 
Factor Title and Items Factor Loading 
Beliefs about cultural products 
show high quality workmanship. .83 
show creativity of the artisans. .79 
show high quality design .79 
exhibit fine attention to detail in their production and finishing. .77 
show some unique features that are hard to find. .77 
are handmade products that take a lot of time to produce. .74 
have colors that are appealing to me. .65 
Cronbach's alpha = .88 
Item not used 
are relevant to my lifestyle 
Total Percent of Variance = 58.75 
1 The unweighted scores were used to generate beliefs about cultural products because when both 
weighted and unweighted scores were tested separately in the causal analysis of model 1, the 
unweighted scores for beliefs about cultural products had better model fit than the weighted scores. 
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and aesthetics (e.g., uniqueness, creativity, appealing colors, quality design). The factor 
accounted for 59% of the total variance. Factor loadings ranged from .65 to .83. Cronbach's 
alpha coefficient was .88 (See Table 4.10). 
Beliefs about the Website Selling Cultural Products 
Beliefs about the Website selling cultural products were measured by respondents' 
evaluations of 17 attributes of the Eziba Website. Only unweighted scores were factor-
analyzed2. Four factors of Evaluation of Eziba's Website were labeled as information quality, 
merchandising, interface, and protection (See Table 4.11). The information quality factor 
included items pertaining to providing information about the company, product use, artisans, 
and culture. The merchandising factor included items concerning whether products were in 
stock and competitively priced. The interface factor represented navigational aspects of the 
Website such as easy online ordering and the search process and visual appeal on the 
Website. The protection factor captured issues related to privacy protection and transaction 
security. Four factors accounted for 69 % of the total variance. Factor loadings ranged 
from .59 to .88. Cronbach alpha coefficients were .81, .66, .74 and .87 respectively. The 
sum of all four factors was used as a measure of beliefs about the Website selling cultural 
products. Cronbach alpha coefficient for this summated score was ,733. 
Attitude Toward Shopping for Cultural Products on the Internet 
Attitude toward shopping for cultural products on the Internet reflected consumers' 
overall experience of shopping for cultural products at Eziba and was composed of scores 
2 The unweighted scores were used to generate beliefs about the Website selling cultural products 
because 1 ) it was suspected that respondents were not able to assign precise numerical weights on 
17 Website attributes sufficiently and 2) when both weighted and unweighted scores were tested 
separately in the causal analysis of the proposed models, the unweighted scores for beliefs about 
cultural products had better model fit than the weighted scores. 
3 Specific dimensions of the Website selling cultural products could not be tested in relation to 
characteristics of Cultural Creative in Model 1 due to the lack of studies addressing these 
relationships. Therefore, the global measure for beliefs about the Website selling cultural products 
was related to characteristics of Cultural Creatives in Model 1. 
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Table 4.11. Factor Analysis Results for Beliefs about the Website Selling Cultural Products 
Factor Title and Items Factor Loading 
Information quality 
information about the country and culture where the products .80 
are made 
information about the artisans who made the products .78 
pictorial ideas for how the products can be used or worn .72 
thorough company information (e.g., history, location, mission .59 
statement). 
relevant product information (e.g., price, use, care) .59 
Cronbach's alpha = .81 
Merchandising 
products in stock .85 
competitive prices .73 
Cronbach's alpha = .66 
Interface 
ease of navigation and search process .78 
visual appeal on the Website .76 
easy online ordering process .65 
Cronbach's alpha = .74 
Protection 
security in online transaction .88 
privacy protection .86 
Cronbach's alpha - .87 
Items not used 
good quality photographs of the products 
quick response to customers (e.g., e-mail feedback) 
accurate product delivery 
ease of product return 
interactivity such as chat room between customers or between 
the company and customers 
Total Percent of Variance = 69.42 
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on the bipolar scales such as bad/good, negative/positive, not enjoyable/enjoyable, and 
difficult/easy. One factor was generated and factor loading values were between .88 and .95 
with Cronbach's alpha of .93. The factor explained 84% of the total variance. 
Intention to Shop for Cultural Products on the Internet 
Intention to shop for cultural products on the Internet represented consumers' 
intention to visit Eziba's Website for shopping and to purchase cultural products from 
Eziba's Website within the next two months. Factor loading values were .94 and .94 with 
Cronbach's alpha of .87. The factor explained 89% of the total variance. 
Summary of Research Variables 
Overall mean responses for the research variables are summarized in Table 4.12. T-
tests and Bonferroni multiple comparisons were conducted to examine significant 
differences among some of the research variables. Significant findings were: 
• Consumers who shop for cultural products on the Internet had similar characteristics 
to Cultural Creatives such as a strong desire for product authenticity and a unique, 
personal style in their home (product/personal style) and interests in global issues 
and other cultures (global concern). However, they were more similar with Cultural 
Creatives in their product/personal style than in their global concern (t = 2.46, p 
< .05). 
• Consumers who shop for cultural products on the Internet were more utilitarian 
shoppers than hedonic shoppers (t - 6.33, p < .001 ). Rather than seeking 
experiential aspects of shopping on the Internet (hedonic shopping value), these 
consumers were more interested in trying to find just the item(s) they were looking 
for and accomplishing just what they wanted on an Internet shopping trip (utilitarian 
shopping value). 
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• When comparing consumers' beliefs about cultural products versus their beliefs 
about the Website selling cultural products, respondents had more positive beliefs 
about the Website than about cultural products (t = 2.66, p < .01). In other words, 
respondents evaluated Eziba's Website more positively than Eziba's products. 
• There was no significant difference between subjective norm for shopping on the 
I n t e r n e t  a n d  s u b j e c t i v e  n o r m  f o r  s u p p o r t i n g  a r t i s a n  g r o u p s  i n  d e v e l o p i n g  c o u n t r i e s  { t  
= -.45, p > .05). 
• Based on Bonferroni multiple comparisons, among the four factors of Website 
attributes, interface (e.g., visual appeal, easy search process) and protection (e.g., 
security) were more positively evaluated than information quality (e.g., information 
about artisan, culture and country) and merchandising (e.g., products in stock, 
competitive prices) on Eziba's Website (p < .001). 
Non-response Bias 
To assess non-response biases, responses of early respondents were compared 
with those of late respondents. Individuals responding later are assumed to be more similar 
to non-respondents (Armstrong & Overton, 1977). T-tests and chi-square tests were used to 
examine for significant differences between the responses from the first 30% of the 
respondents and the final 30% on demographics and on: 1 ) Internet shopping value, 2) 
Cultural Creatives, 3) beliefs about cultural products, 4) beliefs about the Website selling 
cultural products, 5) attitude toward shopping for cultural products on the Internet, and 6) 
subjective norm for Internet shopping, 7) subjective norm for supporting artisan group in 
developing countries, and 8) intention to shop for cultural products on the Internet. No 
statistically significant differences in the frequencies and means between the two groups 
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was found on any of the variables listed above (p < .05). Therefore, it was assumed that 
there was no significant non-response bias in this study. 
Table 4.12. Summary of Research Variables3 
Research Variable Min Max Mean Std.Dev 
Cultural Creatives 
Product/personal style 
Global concern 
-2.00 
-3.00 
3.00 
3.00 
2.11 
1.95 
.75 
1.03 
Internet shoooino value 
Hedonic shopping value 
Utilitarian shopping value 
-2.50 
-3.00 
3.00 
3.00 
.63 
1.48 
1.28 
1.26 
Products 
Beliefs about cultural products -1.14 3.00 2.13 .61 
Website 
Beliefs about the Website selling 
cultural products 
Information quality 
Interface 
Merchandising 
Protection 
.36 
-.40 
.33 
-3.00 
.00 
3.00 
3.00 
3.00 
3.00 
3.00 
2.24 
1.98 
2.52 
1.89 
2.54 
.54 
.72 
.59 
.86 
.78 
Attitude toward shoooino for cultural 
products at Eziba -1.00 3.00 2.52 .72 
Subjective norms 
Subjective norm for shopping 
on the Internet 
Subjective norm for supporting 
artisan groups in developing 
countries 
-3.00 
-3.00 
3.00 
3.00 
1.02 
1.06 
1.44 
1.49 
Intention to shoo for cultural products on 
the Internet -2.00 3.00 2.15 .96 
or always) 
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CHAPTER 5: ANALYSIS OF CAUSAL MODELS 
This chapter presents the results from the analysis of causal models describing 
consumer shopping for cultural products on the Internet. First, based on the resultant factors 
from factor analysis and a newly developed linear composite index, the proposed models 
were revised and hypotheses were rephrased. The correlations among research variables 
were examined and the proposed causal models were analyzed by the maximum-likelihood 
estimation procedure using the analysis of moment structures (AMOS). 
The Revised Models 
First, correlation and regression analyses were conducted to detect multicoilinearity 
among exogenous variables. Multicoilinearity was found among the four dimensions of the 
Website selling cultural products, information quality, merchandising, interface, and 
protection. For example, when the four variables were related to attitude toward shopping for 
cultural products, they were expected to have positive values for the estimated regression 
coefficients; however, protection yielded a significant negative estimate in relation to attitude 
toward shopping for cultural products. Therefore, a linear composite index was created for 
interface/protection to reduce multicoilinearity. Protection was combined with interface 
because conceptually they were more related than merchandising or information quality. 
Interface/protection reflected navigation and transaction aspects of the Website dealing with 
easy online and ordering process, visual appeal on the Website, privacy protection, and 
transaction security. Cronbach's alpha value for interface/protection was .63, indicating 
acceptable reliability level fora new instrument with a few items (Nunnally, 1967). 
Second, research hypotheses generated through the literature review in Chapter 2 
were rephrased and the models were revised based on the results of factor analysis and the 
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linear composite index. In Model 1 (Figure 5.1), hypotheses were examined to address the 
relationships among characteristics of Cultural Creatives, beliefs about cultural products and 
the Website selling cultural products, attitude toward shopping for cultural products on the 
Internet, subjective norms, and Intention to shop cultural products on the Internet. 
Hypotheses for Model 1 were: 
Cultural Creatives->Beliefs about cultural products 
Hvv Consumers who have a higher interest in product authenticity and stronger desire for 
creating a unique, personal style by using crafts and art objects at home will have 
more positive beliefs about cultural products. 
Consumers who have a higher interest in world cultures, environmental 
sustainability, and global issues will have more positive beliefs about cultural 
products. 
Cultural Creatives-»Beliefs about the Website selling cultural products. 
H2.V. Consumers who have a higher interest in product authenticity and stronger desire for 
creating a unique, personal style by using crafts and art objects at home will have 
more positive beliefs about the Website selling cultural products. 
H2.2: Consumers who have a higher interest in world cultures, environmental 
sustainability, and global issues will have more positive beliefs about the Website 
selling cultural products. 
Beliefs about cultural products-»Attitude 
H3: Consumers who have more positive beliefs about cultural products will have more 
positive attitude toward shopping for cultural products on the Internet. 
Cultural Creatives 
Product/Personal 
style 
Beliefs about 
cultural products 
Intention to shop 
for cultural 
products on the 
Internet 
Attitude toward 
shopping for cultural 
products 
on the Internet 
Hi 2 
Beliefs about 
the Website 
selling cultural 
products 
Cultural Creatives 
Global Concern 
Subjective norm for 
shopping on the 
Internet 
Subjective norm for 
supporting artisan 
groups in developing 
countries 
\ Hb 
) 
/ 5 
X 
X Ha 
Figure 5,1. Hypotheses for Model 1: Cultural Creatives and Shopping for Cultural Products on the Internet 
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Beliefs about the Website selling cultural products-» Intention 
H4: Consumers who have more positive beliefs about the Website selling cultural 
products will have more positive attitude toward shopping for cultural products on the 
Internet. 
Beliefs about Cultural Products -» Intention 
H5: Consumers who have more positive beliefs about cultural products will have higher 
intention to shop for cultural products on the Internet. 
Beliefs about the Website selling cultural products -» Intention 
Hs: Consumers who have more positive beliefs about the Website selling cultural 
products will have higher intention to shop for cultural products on the Internet. 
Attitude-» Intention 
H7: Consumers who have more positive attitude toward shopping for cultural products on 
the Internet will have higher intention to shop for cultural products on the Internet. 
Subjective Norms-»Intention 
H8: Consumers who have more positive subjective norm for shopping on the Internet will 
have higher intention to shop for cultural products on the Internet. 
Hg: Consumers who have more positive subjective norm for supporting artisan groups in 
developing countries will have higher intention to shop for cultural products on the 
Internet. 
In Model 2 (Figure 5.2), hypotheses were tested to identify the relationships among 
shopping values, beliefs about the Website selling cultural products, attitude toward 
shopping for cultural products on the Internet, and intention to shop for cultural products on 
the Internet. Hypotheses for Model 2 were: 
63 
Shopping value-» Attributes of the Website selling cultural products on the Internet 
H10.v Consumers who have high hedonic shopping value will have more positive beliefs 
about information quality of the Website. 
H10.2: Consumers who have high utilitarian shopping value will have more positive beliefs 
about information quality of the Website. 
H10-3: Consumers who have high utilitarian shopping value will have more positive beliefs 
about merchandising aspects of the Website. 
Consumers who have high utilitarian shopping value will have more positive beliefs 
about interface and protection aspects of the Website. 
Attributes of the Website selling cultural products on the Internet-» Attitude 
H11.1: Consumers who have more positive beliefs about information quality of the Website 
will have more positive attitude toward shopping for cultural products on the Internet. 
Hn.z: Consumers who have more positive beliefs about merchandising aspects of the 
Website will have more positive attitude toward shopping for cultural products on the 
Internet. 
H1V3: Consumers who have more positive beliefs about interface and protection aspects of 
the Website will have more positive attitude toward shopping for cultural products on 
the Internet. 
Attributes of the Website selling cultural products on the Internet-» Intention 
H12-1: Consumers who have more positive beliefs about information quality of the Website 
will have higher intention to shop for cultural products on the Internet. 
H12 2: Consumers who have more positive beliefs about merchandising aspects of the 
Website will have higher intention to shop for cultural products on the Internet. 
H12-3: Consumers who have more positive beliefs about interface and protection aspects of 
the Website will have higher intention to shop for cultural products on the Internet. 
Information 
quality 
Hin 1 
Hedonic 
Shopping value 
Attitude toward 
shopping for 
cultural products 
on the Internet 
Intention to shop 
for cultural 
products on the 
Internet 
H102 
Merchandising 
Utilitarian 
shopping value 
Interface/ 
protection 
Figure 5.2, Hypotheses for Model 2: Internet Shopping Value and the Website Selling Cultural Products 
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Correlations among Research Variables 
Table 5.1 and 5.2 summarized correlations among research variables for Model 1 
and Model 2. For Model 1, all correlations were significant in the hypothesized relationships, 
except for the relationship between subjective norm for shopping on the Internet and 
Intention to shop and the relationship between subjective norm for supporting artisan groups 
in developing countries and Intention to shop. These findings indicated that subjective 
norms might not be strong predictors for intention to shop for cultural products on the 
Internet. For Model 2, all correlations were significant in the hypothesized relationships. 
Analysis of the Proposed Models 
The causal model analyses were conducted by a maximum-likelihood estimation 
procedure using the analysis of moment structures (AMOS). First, to judge the overall fit of 
Table 5.1. Correlations among Research Variables for Model 1a 
CC/PPS CC/GC BLF/P BLF/W AT/S SN/SI SS/SA IT/S 
CC/PPS 1.00 
CC/GC .53** 1.00 
BLF/P .25** .25" 1.00 
BLF/W .26** .20" .52" 1.00 
AT/S .22** .28" .46" .42" 1.00 
SN/SI .21** .14 .14* .12 .15* 1.00 
SS/SA .36" .55" .23" .13 .25" .52" 1.00 
IT/S .16* .04 .37** .43" .50** .13 .10 1.00 
aCC/PP: Cultural Creatives/ product and personal style, CC/GC: Cultural Creatives/global concern, 
BLF/P: Beliefs about cultural products, BLF/W: Beliefs about the Website selling cultural products, 
AT/S: Attitude toward shopping for cultural products on the Internet, SN/IS: Subjective norm for 
shopping on the Internet, SN/SA: Subjective norm for supporting artisans, IT/S: Internet to shop for 
cultural products on the Internet, * p < 0.05, " p < 0.01. 
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Table 5.2. Correlations among Research Variables for Model 2a 
SV/H SV/U BLF/IQ BLF/MG BLF/NP 
SV/H 1.00 
SV/U -.11 1.00 
IQ .17* .13 1.00 
MG -.04 .19** .43** 1.00 
NP .07 .20** .51** .33** 1.00 
AT/S .16* .06 .38** .40** .34** 
IT/S .15* .05 .23** .34** .25** 
AT/S IT/S 
.43** 1.00 
aCC/PP: SV/H: Hedonic shopping value, SV/U: Utilitarian shopping value, IQ: information quality, 
MG: Merchandising, BLF/NP: Navigation and protection, AT/S: Attitude toward shopping for cultural 
products on the Internet, IT/S: Internet to shop for cultural products on the Internet, * p < 0.05, ** p < 
0.01. 
the models, chi-square statistics, goodness-of-fit index (GFI), adjusted goodness-of-fit index 
(AGFI), and root mean squared residual (RMSR) were used. Chi-square measures the 
difference between the sample variance-covariance matrix and a smaller chi-square 
indicated a better fit of the model. However, the chi-square statistic is sensitive in relation to 
sample size, specially when N > 200 (Bagozzi & Yi, 1988). Other measures such as GFI, 
AGFI and RMSR are independent of sample size. Generally, models with a good fit have a 
Chi-square test > .05, GFI > .95, AGFI > .90, and RMSR < .05 (Jôreskog & Sorborn, 1989). 
The structural path coefficients with t-values were used to test hypotheses in the 
proposed models. In order to have statistically significant path coefficients, the absolute 
value of a t-statistic needs to be greater than 2.00 (Byrne, 1998). Finally, for each model, a 
decomposition table was presented including the direct, indirect, and total effects of 
variables. Significant indirect effects indicated the importance of an intervening effect 
between the independent and dependent variables (Bryman & Cramer, 1994). 
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Model 1 
The proposed Model 1 consisted of two exogenous constructs (Cultural 
Creatives/product and personal style, Cultural Creatives/global concern) and six 
endogenous constructs (beliefs about cultural products, beliefs about the Website selling 
cultural products, attitude toward shopping for cultural products on the Internet, two 
subjective norms, and intention to shop for cultural products on the Internet). Figure 5.3 
provides coefficients and t-values for each path as well as the fit indices of the model. The 
results of the AMOS for the conceptual model revealed a Chi-square of 14.66 (df = 8, p = 
0.07), GFI of 0.98, adjusted GFI of 0.92, and RMSR of 0.04, all of which indicated that the 
conceptual model fits the data quite well. 
Hypothesis Tests 
To examine relationships between consumers' characteristics associated with 
Cultural Creatives and their beliefs about cultural products, two hypotheses were tested (H1-
1, H1-2). The two dimensions of Cultural Creatives, product/personal style and global 
concern, were positively related to beliefs about cultural products. Respondents who had a 
higher interest in product authenticity and stronger desire for creating a unique style by 
using crafts and art objects at home had more positive beliefs about cultural products. 
Respondents who had a higher interest in world cultures, environmental sustainability, and 
global issues also had more positive beliefs about cultural products. Hence, hypothesis 1-1 
(t = 2.05) and 1-2 (f = 2.65) were supported. 
Hypothesis 2-1 and 2-2 predicted the effect of consumers' characteristic associated 
with Cultural Creatives on their beliefs about the Website selling cultural products. There 
was a significant positive relationship between Cultural Creatives/product and personal style 
and beliefs about the Website selling cultural products (t = 2.75), suggesting that consumers 
who had a higher interest in product authenticity and stronger desire for creating unique, 
R = .08 
Cultural Creatives 
Product/Personal 
style 
.16 09 Beliefs about 
cultural products (2.05)' (.89) 
.32 \ 
(3 19)* 
B = .25 
.17 1 
(265) 
.22 
(2.75) 
Attitude toward 
shopping for cultural 
products 
on the Internet 
Intention to shop 
for cultural 
products on the 
Internet 
.38 
(4.27) 
R = .08 
Beliefs about 
the Website 
selling cultural 
products 
.08 .22 Cultural Creatives 
Global Concern (2.35) 
Subjective norm for 
shopping on the 
Internet 
.08 
Subjective norm for 
supporting artisan 
groups in developing 
countries 
-09  
(-1.23) 
x2 (df=8) = 14.66 
GFI .98 
AGFI = .92 
RMSR = .04 
Figure 5.3. Analysis of Model 1 : Cultural Creatives and Shopping for Cultural Products on the Internet 
at-values are in parentheses (/ > 2.00); dotted arrows indicate insignificant paths. 
69 
personal style at home by using crafts and art objects had more positive beliefs about the 
Website selling cultural products. Thus, hypothesis 2-1 was supported. No significant 
relationship was found between Cultural Creatives/global concern and beliefs about the 
Website selling cultural products (t = .98). Therefore, hypothesis 2-2 was not supported. 
Hypotheses 3 and 4, testing the impact of beliefs about cultural products and about 
the Website selling cultural products on attitude toward shopping for cultural products on the 
Internet, received support. Beliefs about cultural products (t = 3.19) and the Website selling 
cultural products (t = 2.78) positively predicted attitude toward shopping for cultural products 
on the Internet. This result revealed that consumers' attitude toward shopping for cultural 
products on the Internet was influenced by consumers' beliefs about both the products and 
the Website. 
Hypotheses 5 and 6 proposed that beliefs about cultural products and about the 
Website selling cultural products would positively predict intention to shop for cultural 
products on the Internet. There was a significant positive relationship between beliefs about 
the Website selling cultural products and intention to shop for cultural products on the 
Internet (t = 2.35), but no significant relationship was found between beliefs about cultural 
products and intention to shop for cultural products on the Internet {t = .89). Thus, 
hypothesis 6 was supported, but hypothesis 5 was not supported. This finding emphasized 
the importance of the Website experience on consumers' intention to shop for cultural 
products on the Internet. 
As hypothesis 7 proposed, attitude toward shopping for cultural products on the 
Internet significantly impacted intention to shop for cultural products on the Internet {t - 4.27). 
The result indicated that consumers who had more positive attitude toward shopping for 
cultural products had higher intention to shop for cultural products on the Internet. 
Subjective norms for shopping on the Internet (t= 1.17) and supporting artisan groups in 
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developing countries (t = -1.25) failed to predict intention to shop for cultural products on the 
Internet. Therefore, hypotheses 8 and 9 were not supported. 
Decomposition of Effect 
To further substantiate the effects of the Model 1, an analysis of decomposition of 
effects was conducted (see Table 5.3). First, the decomposition results showed that attitude 
toward shopping for cultural products on the Internet, beliefs about the Website, and Cultural 
Creatives/product and personal style had significant total effects on intention to shop for 
cultural products on the Internet. The strongest total effect on intention was attitude toward 
shopping for cultural products. Second, belief about cultural products, beliefs about the 
Website, and Cultural Creatives/product and personal style had significant total effects on 
attitude toward shopping for cultural products. Beliefs about cultural products had the 
strongest total effect on attitude toward shopping for cultural products on the Internet. 
However, beliefs about cultural products did not impact consumers' intention to shop for 
cultural products on the Internet either directly or indirectly through attitude. Consumers' 
positive beliefs about the Website were significant in predicting their intention to shop. This 
emphasized the importance of both product and Website for marketing cultural products on 
the Internet, but gave greater importance to the Website in affecting intention to shop for 
cultural products on the Internet. In addition, significant total effects of Cultural 
Creatives/product and personal style on attitude and intention were due to its significant but 
indirect effect through beliefs about cultural products and the Website, suggesting Cultural 
Creatives/product and personal style attributes as important target market characteristics. 
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Table 5.3. Decomposition of Direct, Indirect, and Total Effects for Model 1a 
Dependent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
IT/S 
AT/S .38( 4.27)" - .38 ( 4.27) 
SN/IS .08 ( 1.17) - .08 ( 1.16) 
SN/SA -.09 (-1.25) - -.09 (-1.23) 
BLF/P .21 (1.61) .12 ( 2.67) .09 ( .89) 
BLF/W .32 ( 3.14) .09 ( 2.14) .22 ( 2.35) 
CC/PPS .11 (2.34) .11 (2.34) -
CC/GC .02 ( .40) .02 ( .40) -
R2 .32 
AT/S 
BLF/P .32 ( 3.19) - .32 ( 3.19) 
BLF/W .25 ( 2.78) - .25 ( 2.78) 
CC/PPS .11 (2.28) .11 (2.26) -
CC/GC .08(1.90) .08 (1.90) -
R2 .25 
BLF/P 
CC/PPS .16(2.05) - .16 ( 2.05) 
CC/GC .17 ( 2.65) - .17 ( 2.65) 
R2 .08 
BLF/W 
CC/PPS .22 ( 2.75) - .22 ( 2.75) 
CC/GC .08 ( .98) - .08 ( .98) 
R2 .08 
aCC/PP: Cultural Creatives/ product and personal style, CC/GC: Cultural Creatives/global 
concern, BLF/P: Beliefs about cultural products, BLF/W: Beliefs about the Website selling 
cultural products, AT/S: Attitude toward shopping for cultural products on the Internet. SN/IS: 
Subjective norm for Internet shopping, SN/SA: Subjective norm for supporting artisans, IT/S: 
Internet to shop for cultural products on the Internet 
bt-values are in parentheses and significant effects were in bold font (t > 2.00) 
Model 2 
Model 2 focused on examining three dimensions of beliefs about the Website selling 
cultural products in relation to shopping values, attitude toward shopping for cultural 
products, and intention to shop for cultural products on the Internet. The model incorporated 
two exogenous variables, hedonic shopping value, and utilitarian shopping value, and 
endogenous variables: belief about information quality of the Website, beliefs about 
72 
merchandising aspect of the Website, beliefs about interface/protection aspects of the 
Website, attitude toward shopping for cultural products on the Internet, and intention to shop 
for cultural products on the Internet. Figure 5.4 presents coefficients and t-values for each 
path as well  as the f i t  indices of the model. The model resulted in a chi-square of 9.60 (df = 
6, p = 0.14), GFI of 0.99, adjusted GFI of 0.94, and RMSR of 0.04. indicating good fit of the 
hypothesized model to the data. 
Hypothesis Tests 
Hypotheses 10-1, 10-2, 10-3, and 10-4 examined the effects of Internet shopping 
value on three dimensions of beliefs about the Website selling cultural products. All 
hypothesized relationships were significant. Hypothesis 10-1, predicting a positive 
relationship between hedonic shopping value and information quality of the Website was 
supported (f = 2.56). Hypothesis 10-2, proposing a positive relationship between utilitarian 
shopping value and information quality of the Website was also supported (f = 2.03). In 
addition, there were significant positive relationships between utilitarian shopping value and 
merchandising aspects of the Website [t = 2.73) and interface and protection aspects of the 
Website {t = 2.82). Thus, hypothesis 10-3 and 10-4 were supported. The results indicated 
that consumers' shopping values were related to their beliefs about the Website attributes. 
When shopping for cultural products on the Internet, information quality is important for 
hedonic consumers because they will seek their enjoyment in searching out information 
about the country and culture where the products are made and artisans who made the 
products. Information quality is also important for utilitarian consumers because they will 
want relevant product information such as price and size to make their purchase decisions. 
Because successful product acquisition is important, utilitarian shoppers will consider 
merchandising (lower prices, products in stock), interface (easy online transaction process, 
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Figure 5.4. Analysis of Model 2: Internet Shopping Value and the Website Selling Cultural Products 
"(-values are in parentheses {t > 2.00); dotted arrows indicate insignificant paths. 
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visual appeal on the Website), and protection (security in transaction) aspects of the 
Website. 
Three dimensions of the Website selling cultural products were found to be positively 
related to attitude toward shopping for cultural products on the Internet (t = 2.17, t = 4.00, t = 
2.09). Thus, hypotheses 11-1, 11-2, and 11-3 were supported. The results showed that 
consumers who had more positive beliefs about information quality, merchandising, and 
interface/protection aspects of the Website would have more positive attitude toward 
shopping for cultural products on the Internet. It also indicated that information quality, 
merchandising, and interface/protection were important Website attributes for selling cultural 
products on the Internet. 
Finally, hypotheses 12-1,12-2, and 12-3 predicted significant positive relationships 
between three dimensions of the Website and intention to shop for cultural products on the 
Internet. Only merchandising aspects of the Website was found to impact intention to shop 
for cultural products (f = 2.60), suggesting that merchandising aspects of the Website would 
significantly influence their intention to shop for cultural products on the Internet. Information 
quality and interface/protection aspects of the Website did not significantly influence 
intention to shop for cultural products on the Internet (t = -.22, t = .96). Hence, hypothesis 
12-2 was supported, but hypotheses 12-1 and 12-3 were not supported. 
Decomposition of effect 
Table 5.4 reported the direct, indirect and total effects of the Model 2. An 
examination of decomposition of effect revealed that attitude toward shopping for cultural 
products on the Internet, merchandising aspects of the Website, and utilitarian shopping 
value had significant total effects on intention to shop for cultural products on the Internet. 
Merchandising aspects of the Website both directly and indirectly affected shopping 
intention and attitude. Among three dimensions of the Website, merchandising had the 
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strongest total effect on attitude and intention, suggesting its importance for selling cultural 
products on the Internet. In addition, utilitarian shopping value exerted a significant positive 
indirect effect on shopping intention and attitude. 
Table 5.4. Decomposition of Direct, Indirect, and Total Effects for Model 2a 
Dependent Variable Total Indirect Direct 
Independent Variable Effects Effects Effects 
IT/S 
AT/S .33 (3.78)" - .33 (3.78) 
BLF/IQ .04 (0.54) .06(1.64) -.02 (-.22) 
BLF/MG .28 (3.75) .09 (2.94) .19 (2.60) 
BLF/IP .14(1.72) .06 (1.69) .08 (.96) 
SV/H .01 (0.50) .01 (0.50) -
SV/U .09 (2.64) .09 (2.64) -
R2 .23 
AT/S 
BLF/IQ .18 (2.17) - .18 (2.17) 
BLF/MG .27 (4.00) - .27 (4.00) 
BLF/IP .16 (2.09) - .16 (2.09) 
SV/H .03(1.39) .03 (1.39) -
SV/U .11 (2.56) .11 (2.56) -
R2 .23 
BLF/IQ 
SV/H .15 (2.56) - .15(2.56) 
SV/U .14 (2.03) - .14 (2.03) 
R2 .04 
BLF/MG 
SV/U .19 (2.73) - .20 (2.73) 
R2 .04 
BLF/IP 
SV/U .20 (2.82) - .19 (2.82) 
R2 .04 
aSV/H: Hedonic shopping value, SV/U: Utilitarian shopping value, BLF/IQ: Beliefs about 
information quality of the Website, BLF/MG: Beliefs about merchandising aspects of the 
Website, BLF/IP: Beliefs about interface and protection aspects of the Website, AT/S: 
Attitude toward shopping for cultural products on the Internet, IT/S: Internet to shop for 
cultural products on the Internet 
bt-values are in parentheses and significant effects were in bold font (t > 2.00) 
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attitudes toward shopping for cultural products and intention to shop and purchase. Fishbein 
and Azjen's (1975) Theory of Reasoned Action (TRA) was used as the framework to explain 
the structural interrelationships among consumer characteristics, shopping attitude, and 
shopping intention. 
This research was conducted in collaboration with a particular company selling 
cultural products on the Internet, Eziba.com. A random sample of individuals was drawn 
from the list of consumers provided by Eziba; all had made at least two purchases from the 
Eziba Website within the past six months. Of the 1000 Eziba customers invited by e-mail to 
participate in the Web survey, 203 individuals responded for a response rate of 20.3%. Of 
these returns. 200 usable questionnaires were employed for the data analyses. 
Summary of Results 
Eziba survey respondents were Caucasian females between the ages of 30 and 59 
and married. Most resided in urban areas. Respondents represented a well-educated group 
with 75% holding a college degree and appeared to be affluent in that about 60% reported 
household incomes of more than $50,000 and one-fourth had incomes over $150,000. 
Nearly all were employed, many in categories of business owners, managers, and 
executives; professionals including law, engineering, and computers; and teachers, 
professors, and librarians. The majority of respondents traveled internationally at least once 
or twice a year. Eziba customers shop on the Internet at home and use the Internet for 1 to 
5 hours (42%) or 6 to 10 hours (29%) for reasons other than work each week. 
A large proportion of customers visited the Website at least monthly with strong 
interest in buying jewelry, fashion accessories, and holiday items. On Eziba's Website, 
customers liked the selection of unique products and the fun shopping experience offered by 
the company. Customers also liked supporting artisans in developing countries through their 
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purchases. However, respondents commented about the product line, asking for greater 
variety in product selection, lower prices, more sales, and more products in stock. 
Principle components factor analysis with varimax rotation was utilized to identify 
dimensionality among multiple items on the following research variables: internet shopping 
value, characteristics of Cultural Creatives, beliefs about cultural products, beliefs about the 
Website selling cultural products, attitude toward shopping for cultural products on the 
Internet, and intention to shop cultural products on the Internet. Two other research 
variables were measured with a single item-subjective norm for Internet shopping and 
subjective norm for helping artisans. Correlation and regression analyses were used to 
detect multicollinearity among resultant factors and a linear composite index was created 
based on the high correlation among several factors as well as their conceptual meanings. 
The following research variables were included in analysis of the casual models: 
• Cultural Creatives/product and personal style and Cultural Creatives/global 
concern, 
• hedonic shopping value and utilitarian shopping value, 
• beliefs about cultural products, 
• information quality, merchandising, and interface/protection, 
• beliefs about the Website selling cultural products, 
• attitude toward shopping for cultural products on the Internet, 
• subjective norm for Internet shopping and subjective norm for supporting 
artisan groups in developing countries, and 
• intention to shop for cultural products on the Internet. 
Cultural Creatives/product and personal style referred to customers' desire for 
product authenticity and interest in creating a unique, personal style in their homes through 
the use of craft and art objects and in knowing the origins from which the products emerged. 
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Cultural Creatives/global concern reflected consumers' integrated interests in world cultures, 
environmental sustainability, and global issues. Hedonic shopping value represented the 
experiential aspects of shopping on the Internet, such as fun, escape, and enjoyment. 
Utilitarian shopping value captured the instrumental perspective of shopping on the Internet, 
including accomplishing just what the shopper wanted on an Internet shopping trip and 
trying to find just the item(s) for which the shopper was looking. Beliefs about cultural 
products related to craftsmanship, quality, and creativity of cultural products. Information 
quality represented the quality of information content in the Website, including information 
about the company, products, artisans, and culture. Merchandising represented issues 
related to having products in stock and offering competitive prices. Interface/protection 
reflected navigation and transaction aspects of the Website dealing with easy online and 
ordering process, visual appeal on the Website, and privacy protection and transaction 
security. The sum of all three dimensions (information quality, merchandising, 
interface/protection) was used as a measure of beliefs about the Website selling cultural 
products. Attitude toward shopping for cultural products on the Internet captured consumers' 
overall experience of shopping for cultural products on the Internet. Intention to shop for 
cultural products on the Internet was measured by the likelihood of visiting the Website for 
shopping or purchasing cultural products from the Website within the next two months. 
Respondents had overall positive attitude toward shopping for cultural products on 
the Internet and intention to shop for cultural products on Eziba's Website in the future. 
There was no significant difference between subjective norm for shopping on the Internet 
and subjective norm for supporting artisans. When comparing the difference between beliefs 
about cultural products and beliefs about the Website, respondents had more positive 
beliefs about the Website than about cultural products. When comparing attributes of the 
Website, respondents had more positive evaluation about interface and protection aspects 
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of the Website than information quality and merchandising aspects of the Website. 
Respondents exhibited similar characteristics to Cultural Creatives such attributes as a 
strong desire for product authenticity and a unique, personal style in their home 
(product/personal style) and interests in global issues and other cultures (global concern). 
However, they were more similar with Cultural Creatives in their product/personal style than 
in their global concern. Emphasizing task-related shopping and successful product 
acquisition, respondents held stronger utilitarian shopping value than hedonic shopping 
value. 
Two proposed models, Model 1 and Model 2, were analyzed by a maximum-
likelihood estimation procedure using the analysis of moment structures (AMOS). Model 1 
focused on testing relationships among characteristics of consumers associated with 
Cultural Creatives, beliefs about cultural products and the Website selling cultural products, 
attitude toward shopping for cultural products on the Internet, and intention to shop for 
cultural products on the Internet. In Model 2, three dimensions of the Website for cultural 
products (information quality, merchandising, and interface/protection) were examined for 
relationships to customers' Internet shopping values, attitude toward shopping for cultural 
products on the Internet, and intention to shop for cultural products on the Internet. To test 
the overall fit of the models chi-square statistics, goodness-of-fit index (GFI), adjusted 
goodness-of-fit index (AGFI), and root mean squared residual (RMSR) were used. Both 
Model 1 and Mode 2 showed good fit to the data. 
The structural path coefficients with t-values were used to test hypotheses in the 
proposed models. In Model 1, a total of 11 hypotheses (from H1-1 to H11) were tested. 
Results for hypotheses 1-1 and 2-1 showed that Cultural Creatives/product and personal 
style positively influenced beliefs about cultural products and beliefs about the Website. 
These finding suggested that consumers with higher interests in having crafts and art 
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objects around their home tended to have more positive beliefs about cultural products and 
the Website for cultural products. 
In testing hypotheses 1-2 and 2-2, Cultural Creatives/global concern was positively 
related to beliefs about cultural products. There was no significant relationship between 
Cultural Creatives/global concern and beliefs about the Website. The findings indicated that 
consumers who are interested in global issues and world cultures had more favorable 
beliefs about cultural products. 
For hypotheses 3, 4, 5, and 6, both beliefs about cultural products and the Website 
positively predicted attitude toward shopping for cultural product on the Internet. However, in 
predicting intention to shop in the next two months, only beliefs about the Website were 
significant. These finding suggested the importance of both products and Website features 
in determining consumers' positive attitude toward shopping for cultural products on the 
Internet. However, aspects of the Website appear to be even more critical in that they 
directly influence consumers' intention to shop for cultural products on the Internet. 
As hypothesis 7 predicted, attitude toward shopping for cultural products on the 
Internet had a significant positive relationship with intention to shop for cultural products on 
the Internet. Consumers with more positive attitude toward shopping for cultural products 
had higher intention to shop for cultural products on the Internet. 
Hypotheses 8 and 9 predicted that subjective norms for shopping on the Internet and 
supporting artisan groups in developing countries would positively influence intention to 
shop for cultural products on the Internet; these hypotheses were not supported. It seemed 
that there was weak reference group influence for shopping for cultural products on the 
Internet. 
The results of decomposition of effects in Model 1 indicated that beliefs about 
cultural products had a stronger effect on consumers' overall attitude toward shopping than 
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beliefs about the Website. However, beliefs about cultural products didn't significantly affect 
consumers' intention to shop. Consumers' positive beliefs about the Website was significant 
in predicting their shopping intention. Significant total effects of Cultural Creatives/product 
and personal style on attitude and Intention were due to its significant but indirect effect 
through beliefs about cultural products and beliefs about the Website, suggesting Cultural 
Creatives/product and personal style as important target consumer characteristics for 
creating positive attitude about shopping for cultural products on the Internet. 
In Model 2, ten hypotheses were tested. Hypotheses 10-1, 10-2, 10-3, and 10-4 
predicted significant effects of Internet shopping value on three dimensions of beliefs about 
the Website selling cultural products. All hypothesized relationships were significant. 
Hedonic shopping value was positively related to information quality of the Website. 
Utilitarian shopping value was positively related to all three aspects of the Website, 
information quality, merchandising, and interface/protection. When shopping for cultural 
products on the Internet, information quality of the Website was important for both hedonic 
and utilitarian consumers. However, merchandising and interface/protection aspects of the 
Website were more critical for utilitarian shoppers than hedonic shoppers. 
As predicted in hypotheses 11-1, 11-2, and 11-3, three dimensions of the Website 
positively affected attitude toward shopping for cultural products on the Internet. The results 
suggested information quality, merchandising, and interface/protection as important Website 
attributes for selling cultural products on the Internet. 
Hypotheses 12-1, 12-2, and 12-3 predicted significant positive relationships between 
three dimensions of the Website and intention to shop for cultural products. Only 
merchandising aspects of the Website were significant in predicting intention to shop for 
cultural products. 
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Finally, decomposition of effect of Model 2 showed the strongest total effect of 
merchandising on attitude and intention, among the three dimensions of the Website. 
Utilitarian shopping value also had a significant positive indirect effect on shopping intention 
and attitude. It was interpreted that merchandising aspects of the Website such as offering 
attractive prices and being sure that products are in stock were critical for consumers who 
shop for cultural products on the Internet due to their strong utilitarian shopping value. 
Conclusions 
The present study examined the structural interrelationships among consumer 
characteristics, shopping attitude, and shopping intention based on Fishbein and Azjen's 
(1975) Theory of Reasoned Action (TRA). As suggested by previous researchers (e.g., 
Liska, 1984), this study extended TRA by incorporating decomposition of attitudinal belief 
structures and direct relationship between attitudinal belief structure and intention. Belief 
structures were decomposed into beliefs about cultural products and beliefs about the 
Website selling cultural products. Additional paths were specified between belief structures 
and intention. In doing so, this study provided further understanding about consumers' 
shopping for cultural products on the Internet. For example, consumers' beliefs about the 
Website, especially merchandising aspects of the Website, positively influenced their 
intention to shop for cultural products in the future. Two proposed models with good fit and 
significant paths between belief structures and intention supported the effectiveness of the 
extended TRA in the context of cultural product shopping on the Internet. Overall, the 
findings also confirmed elements of the TRA such as belief structures as determinants of 
attitudes and attitudes as determinants of behavioral intention. 
This research was the first attempt to explore factors affecting marketing of cultural 
products on the Internet. Findings from the present study indicated that consumer 
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characteristics, the product, and the Website were all important factors to predict 
consumers' intention to shop for cultural products on the Internet. First, consumers who 
shop for cultural products on the Internet appeared to be similar to Cultural Creatives (Ray & 
Anderson, 2000) in demographics and selected other characteristics. Consumers who shop 
for cultural products on the Internet were college-educated, middle-aged women with urban 
residencies and household incomes of more than $50,000. Like Cultural Creatives, they 
want to buy artifacts that possess integrity and authenticity. They also are attracted to the 
foreign or exotic and are interested in indigenous cultures, product origins, and production 
processes. Specially, consumer characteristics associated with creating unique, personal 
style by using crafts and art objects at their home were significant in predicting positive 
attitude toward shopping for cultural products on the Internet. 
Second, consumers who shop for cultural products on the Internet appeared to have 
both hedonic and utilitarian shopping value. When consumers shop for cultural products on 
the Internet, their hedonic values would be evoked through the variety of information related 
to product, culture, and artisans on the Website. However, this study revealed that 
consumers' utilitarian shopping value appears to be more dominant than hedonic shopping 
value when they shop for cultural products on the Internet. For consumers with utilitarian 
shopping value, all aspects of the Website, information quality, merchandising, interface, 
and protection were important to make their shopping trip successful. 
Third, consumers' beliefs about cultural products were important in predicting their 
overall attitude toward shopping for cultural products on the Internet. In this study, 
consumers' beliefs about cultural products encompassed attributes related to craftsmanship, 
quality, and creativity of cultural products. However, consumers' beliefs about cultural 
products did not predict intention to shop for cultural products on the Internet. These findings 
support Yu (2000) who found that tourists' beliefs about cultural products were associated 
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with uniqueness, workmanship, and aesthetic pleasure and that tourists with stronger beliefs 
had more positive attitude toward shopping for cultural products. 
Finally, this study identified consumer beliefs about the Website as important 
determinants of intention to shop for cultural products on the Internet. Attributes of the 
Website that determine positive attitude toward shopping for cultural products included 
information quality, merchandising, interface, and protection. Specifically, merchandising 
aspects of the Website such as competitive prices and having products in stock were the 
most influential predictor of intention to shop. This finding was consistent with previous 
research in that the majority of consumers expect lower prices for the products when they 
shop on the Internet and are frustrated when the products that they are looking for are not in 
stock (Ernst & Young, 2001 ). 
Implications 
The present study was conducted in collaboration with a particular company selling 
cultural products on the Internet, Eziba.com. Several implications from the research to 
Eziba.com or other similar retailers on the Internet can be drawn. 
Individuals with certain characteristics of Cultural Creatives appear to be an 
important target market for selling cultural products on the Internet. Characteristics of 
consumers as Cultural Creatives had a significant effect on their positive beliefs about 
cultural products and the Website. Specifically, consumers who had higher interest in crafts 
and art objects and indigenous cultures, product origins, and production processes had 
more positive beliefs about cultural products and about the Website. Eziba consumers were 
also interested in global issues and other cultures, but these opinions did not affect their 
beliefs about the Website. These findings suggest that offering customers details about 
specific "authentic" artisan settings is a more productive promotional strategy on the Website 
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than focusing on larger global issues or concerns. Likewise, suggesting to consumers how 
products can be worn or used in the home should prove appealing to the customers. 
Consumers who shop for cultural products on the Internet had both hedonic (e.g., 
shopping as fun) and utilitarian shopping values (e.g., shopping as a task) although their 
utilitarian shopping value was higher than hedonic value. For hedonic shoppers, providing 
information about artisans and their culture should contribute positively toward attitude for 
shopping for cultural products on the Internet. For utilitarian shoppers, easy navigation, 
security, products in stock, and competitive prices are more likely to win them over to 
positive attitude toward shopping. Because it would be difficult for a company such as Eziba 
to target only one group of shoppers, it is important that they address both hedonic and 
utilitarian value of their customers. 
The findings revealed that jewelry, fashion accessories, and holiday items were 
product categories of strong interest to consumers who shop for cultural products on the 
Internet. With a large proportion of consumers visiting the Website at least monthly, keeping 
the Website fresh with new products and presentation, especially in these product 
categories, is important for maintaining repeat patronage. 
While both product quality and Website attributes were important factors influencing 
positive attitude toward shopping for cultural products on the Internet, only consumers' 
positive beliefs about the Website significantly influenced their intention to shop on the 
Internet. This suggests that retailers need to provide not only creative, high quality products 
with attention to detail but also a well-managed Website in order to attract cultural product 
shoppers on the Internet. Having the "right" products on a poorly managed Website or a 
well-managed Website with the wrong products stands in the way of building repeat 
customer patronage. 
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This study identified important Website attributes to determine positive attitude 
toward shopping for cultural products on the Internet. Four aspects of Website attributes are 
recommended to the retailers who sell cultural products on the Internet. 
• Information quality: thorough company information (e.g., history, location, mission 
statement), relevant product information (e.g., price, use, care), pictorial ideas for 
how the products can be used or worn, information about the artisans who made the 
products, and information about the country and culture where the products are 
made 
• Merchandising: keeping products in stock and having competitive prices 
• Interface: easy online ordering process, ease of navigation and search process, and 
visual appeal on the Website 
• Protection: privacy protection, security in online transaction 
Specifically, merchandising, such as keeping products in stock and offering competitive 
prices, appeared to be a critical factor in determining customers' shopping intention. 
Retailers such as Eziba need to emphasize price promotions and in-stock ability as their 
merchandising strategies. The later can be especially difficult when offering imported 
products from artisans for whom a variety of impediments such difficulty in procuring raw 
materials, seasonal challenges, and poor infrastructure can stand in the way of on-time 
delivery. 
Limitations 
Several limitations of this study should be considered when interpreting the study's 
results. First, the sample for this study was a particular company's customers. Their 
responses were limited in evaluating one company's product and Website. As a result, 
generalizability of the results of this study is limited. 
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Second, this study recognized a problem with measuring strengths of beliefs in 
testing the Theory of Reason Action (Fishbein & Ajzen,1975). Problems with measuring 
strengths of beliefs about Website selling cultural products occurred in that the respondents 
gave the same responses for all 17 Website attributes; therefore, this study used the 
unweighting (equal weighting) method to measure belief structures. Although many 
researchers have asserted the potential problems of measuring belief strength in TRA and 
suggested the unweighting method as a better solution, using the unweighting method for 
belief strengths may limit the applicability of findings to the TRA. 
Third, three summated measures in the models, utilitarian value, merchandising, 
interface/protection had Cronbach's alpha coefficient lower than .70 indicating low reliability 
in the measures. Further refinement is needed to improve these scales. 
Fourth, two global measures of subjective norms were used without including 
normative belief structures (^nb^Cj) in the model. This approach in differing from the j=1 
original TRA might reduce the significance of the measures in the model. 
Recommendations for Future Research 
Based on the findings of this study, future research is recommended to extend and 
expand its scope. First, future research is needed to test and refine the scale for Cultural 
Creatives developed in this study. This study identified Cultural Creatives consumer 
characteristics as important for cultural product marketing. Further validation of this measure 
will help for further application of this scale in cultural product marketing research. 
Second, the relationships between shopping values and Website attributes need to 
be further explored. While this study examined the effect of consumers' shopping value on 
Website attributes in the context of cultural product shopping, it might be interesting to 
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explore how shopping values are related to Website attributes in different contexts of 
shopping, such as apparel shopping or book shopping. 
Third, future research is recommended to further investigate the impact of subjective 
norm on intention to shop for cultural products on the Internet. This study found subjective 
norm for shopping on the Internet and acting in a socially responsible manner by supporting 
artisan groups in developing countries did not significantly influence consumers' intention to 
shop for cultural products. This finding was inconsistent from Yoh (1999) who found that 
subjective norms were significant in predicting intention to purchase apparel on the Internet. 
Future research is needed to confirm this issue in relation to the Theory of Reasoned Action 
(Fishbein & Ajzen, 1975). 
By using a Web survey, this study may have attracted those customers more 
comfortable with Website navigation. The random sample was selected from individuals who 
already had purchased cultural products more than two times at Eziba's Website within the 
past six months. Therefore, the sample of this study might not represent other potential 
consumers who would likely shop for cultural products on the Internet. Future research 
might use different survey methods such as a mail survey to reach a larger population who 
might be interested in shopping for cultural products on the Internet. 
By drawing the sample from a particular company, findings of this study might be 
limited to consumers' evaluation of this company's products and Website. Future research is 
needed to verify the findings by testing the research models with individuals who shop at 
other similar Websites selling cultural products on the Internet. 
Finally, the present study found that Eziba's multi-channel approach to retailing 
appears to meet their customers' needs for both purchasing and gathering product 
information. Future studies should analyze how consumers utilize multi-channels in their 
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shopping for cultural products and how retailers need to approach multi-channels for 
marketing cultural products. 
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APPENDIX A: E-MAIL INVITATION LETTER 
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CHANGE THE WORLD BY HAND 
Dear Eziba customer: 
Could you spare a few moments to help artisans around the globe... and 
help our company serve you better? 
You are invited to participate in a survey of how consumers shop for 
handcrafted products on the Internet, with special emphasis on the Eziba 
website. Your honest responses will aid us greatly in working with artisans 
worldwide to further hone our marketing efforts on their behalf, enabling us to 
better harness the power of the world wide web to turn craft production into a 
sustainable income source in developing nations. 
This study is being conducted by the Textiles and Clothing Program at Iowa 
State University in cooperation with Eziba, and is one part of Seung-Eun 
Lee's doctoral dissertation. 
As a valued Eziba customer, we would like to ask you to donate 
approximately 15 minutes of your time to participate in our online survey. All 
responses are voluntary and will be kept strictly confidential. You are part of 
a carefully selected sample and will only be identified as unique PIN numbers 
in the URL. 
To show our heartfelt appreciation for your completion of the online 
survey, you will have a chance of winning one of twenty $50 Eziba gift 
certificates. 
This online survey is now available for you at 
http://www.fcs.iastate.edu/tc/survevs/eziba/?Din=3969698 
If you have any questions, feel free to e-mail us at pinakv@iastate.edu 
Thank you for your assistance. 
Eziba periodically sends email notifications about product updates, services, 
features and promotions from other companies. To select which emails you 
are interested in, or to unsubscribe, please click here. 
Regards, 
Mary Littrell 
Professor 
Iowa State University 
Seung-Eun Lee 
Ph.D Candidate 
Iowa State University 
Amber Chand 
Co-founder 
Eziba.com 
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APPENDIX B: WEB QUESTIONNAIRE 
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EZ1BR 
Thank you for participating in our survey about shopping for 
handcrafted products on the Internet. This study is being 
conducted by the Textiles and Clothing Program at Iowa State 
University in cooperation with Eziba. Your responses in this 
survey will help Eziba and artisan producers in developing 
countries better understand consumer interests. Eventually, this 
study will contribute to craft production as a sustainable source 
of income for artisans in developing countries. 
This survey will take about 15 minutes to complete. All 
responses are voluntary and will be kept confidential. To thank 
you for your time, you will have a chance of winning one of 
twenty $50 Eziba gift certificates simply by completing 
this survey. We hope you will complete all parts of the survey 
as directed. 
Should you have any difficulties in responding, please e-mail us 
at pingky_@iastate.edu. 
Begin survey 
— - -  —  •  •  —  —  .  - —  . .  - 0  
Thank you for your participation! 
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EZIBR 
Section 1 
Beliefs about Handcrafted Products 
First, we are interested in finding out how important the following 
characteristics of handcrafted products are to you when you shop on the 
Internet. Please click on your choice from the following scale to best 
describe your beliefs. If you wish to change an answer, click on your new 
answer choice and the previous answer will disappear. 
- 3 - 2 - 1 0 1 2 3 
Very 
unimportant 
Unimportant Slightly 
unimportant 
Neutral Slightly 
important 
Important Very 
important 
For handcrafted products in general, how important are the 
following to you? 
- 3 - 2 - 1 0 1 2 3  
The handcrafted products 
a )  exhibit fine attention to detail their 
production and finishing. 
r r r r r r r 
b )  are handmade products that take a lot of 
time to produce. 
r r r r r r r 
c )  show high quality workmanship. r r r r r r r 
d )  show some unique features that are hard to 
find. 
r r r r r r r 
e )  show creativity of the artisans. r r r r r r r 
f) have colors that are appealing to me. r r c r r r r 
g )  show high quality design. r r r r r r r 
h) are relevant to my lifestyle. r r r r r r r 
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Section 2 
Beliefs about a Website Selling Handcrafted Products 
Next, we are interested in learning about how important the following 
characteristics of a Website are to you when you shop for handcrafted 
products on the Internet. Please click on your choice from the following 
scale to best describe your beliefs. 
- 3 - 2 - 1 0 1 2 3 
Very 
unimportant 
Unimportant Slightly 
unimportant 
Neutral Slightly 
important 
Important Very 
important 
For a Website selling handcrafted products on the Internet (any 
Website, not just Eziba), how important are the following to you? 
- 3 - 2 - 1 0  1  2  3  
A Website has... 
a) products in stock r r r r r r r 
b) competitive prices c r r r r r r 
c) quick response to customers (e.g., e-mail 
feedback) 
r r r r r r r 
d) easy online ordering process r r r r r r r 
e) accurate product delivery r r r r r r r 
f) ease of product return r r r r r r r 
g )  thorough company information (e.g., 
history, mission statement) 
r r r r r r r 
h) relevant product information (e.g., price, 
size, care) 
r r r r r r r 
i) good quality photographs of the products r r r r r r r 
j) pictorial ideas for how the products can be 
used or worn 
r r r r r r r 
k) information about the country and culture 
where the products are made 
r r r r r r r 
1) information about the artisans who made 
the products 
r r r r r r r 
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m) privacy protection r r r r r r r 
n) security in online transaction r r r r r r r 
o) ease of navigation and search process r r r r r r r 
P) visual appeal of the Website r r r r r r r 
q) Interactivity such as chat room between 
customers or between the company and 
customers 
r r r r r r r 
Press the Next Page button to continue to the next page of this 
survey. 
Next Page | Reset | 
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EZIBA 
Section 3 
Evaluation of Eziba's Handcrafted Products 
In this section, we want to know about your evaluation of the 
handcrafted products that Eziba offers. Please click on your choice 
from the following scale to best describe your opinions about Eziba's 
handcrafted products. 
- 3 - 2 - 1 0 1 2 3 
Never Almost 
never 
Seldom Neutral Sometimes Almost 
always 
Always 
How do you evaluate Eziba's handcrafted products in terms of the following? 
- 3 - 2 - 1 0 1 2 3  
Eziba's handcrafted products 
a) exhibit fine attention to detail in their 
production and finishing. 
c r r r r r r 
b) are handmade products that take a lot of 
time to produce. 
r r r r r r r 
c) show high quality workmanship. r r r r r r r 
d) show some unique features that are hard to 
find. 
r r r r r r r 
e) show creativity of the artisans. r r r r r r r 
f) have colors that are appealing to me. r r r r r r r 
g )  show high quality design. r r r r r r r 
h) are relevant to my lifestyle. r r r r r r r 
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Section 4 
Evaluation of Eziba's Website 
In this section, we want to know about your evaluation of shopping at 
the Eziba Website. Please click on your choice from the following scale to 
best describe your opinions about Eziba's Website. 
- 3 - 2 - 1 0 1 2 3 
Never Almost 
never 
Seldom Neutral Sometimes Almost 
always 
Always 
How do you evaluate Eziba's Website in terms of the following? 
-3 -2 -1 0 1 2 3 
Eziba's Website has 
a) products in stock r r r r r r r 
b) competitive prices r r r r r r r 
c) quick response to customers (e.g., e-mail 
feedback) 
r r r r r r r 
d) easy online ordering process r r r r r r r 
e) accurate product delivery r r r r r r r 
f) ease of product return r r r r r r r 
g) thorough company information (e.g., 
history, mission statement) 
r r r r r r r 
h) relevant product information (e.g., price, 
size, care) 
r r r r r r r 
i) good quality photographs of the products r r r r r r r 
J) pictorial ideas for how the products can be 
used or worn 
r r r r r r r 
k) information about the country and culture 
where the products are made 
r r r r r r r 
1) information about the artisans who made 
the products 
r r r r r r r 
m) privacy protection r r r r r r r 
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n) security in online transaction r r r r r r r 
o) ease of navigation and search process r r r r r r r 
P) visual appeal of the Website r r r r r r c 
q) interactivity such as chat room between 
customers or between the company and 
customers 
r r r r r r r 
Press the Next Page button to continue to the next page of this 
survey. 
Next Page | Reset | 
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EZIBR 
Section 5 
Shopping experience at Eziba 
This section asks questions about your overall experience of shopping for 
handcrafted products at Eziba. Please click your choice that best 
describes your opinions. 
Overall experience of shopping for handcrafted products at Eziba 
is: 
Very 
-3 -2 -1 
Neutral 
0 1 2 
Very 
3 
Bad r r r r r r r Good 
Negative r r r c r r r Positive 
Not 
enjoyable 
r r r r r r r Enjoyable 
Difficult r r r r r r r Easy 
How likely is it that you will visit Eziba's Website for shopping 
within the next two months? 
-3 -2 -1 0 1 2 3 
Very 
unlikely 
r r r r r r r Very 
likely 
How likely is it that you will purchase any handcrafted products 
from Eziba's website within the next two months? 
-3 -2 -1 0 1 2 3 
Very r r r r r r r Very 
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| unlikely | | | | | [ | | likely | 
Press the Next Page button to continue to the next page of this 
survey. 
Next Page | Reset | 
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EZIBA 
Section 6 
Beliefs and Lifestyle 
We are interested in understanding your beliefs and lifestyles so that we 
can offer products and a Website that will meet your needs. Please click 
on your choice to best describe your agreement with the following 
statements. 
- 3 - 2 - 1 0 1 2 3 
Strongly 
disagree 
Disagree Slightly 
disagree 
Neutral Slightly 
agree 
Agree Strongly 
agree 
To what extent do you agree or disagree with each of the 
following? 
-3 -2 -1 0 1 2 3 
a) Educational workshops, spiritual 
gatherings, or personal growth 
opportunities appeal to me. 
r r r r r r r 
b) I think about issues that affect the whole 
planet (e.g., global warning, ecological 
sustainability, overpopulation). 
r r r r r r r 
c) I devote time to my personal and/or 
spiritual development. 
r r r r r r r 
d) I am concerned with issues affecting 
people in developing countries around the 
world. 
r r r r r r r 
e) I like to create a unique, personal style in 
my home. 
r r r r r r r 
f) I like learning about ways of life in different 
parts of the world. 
r r r r r r r 
g) I enjoy having craft and art objects around r r r r r r r 
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my home. 
h) I like travel that is exotic. r r r r r r r 
i) I enjoy ethnic and/or gourmet cooking. c r r r r r r 
j) It is important to me that consumer goods 
are authentic, rather than imitation. 
r r r r r r r 
k) When I shop, I want to know where a 
product came from, how it was made, and 
who made it. 
r r r r r r r 
I) Most people who are important to me would 
think that I should use the Internet for 
shopping. 
r r r r r r r 
m) Most people who are important to me would 
think that I should act in a socially 
responsible manner by supporting artisan 
groups in developing countries. 
r r r r r r r 
Section 7 
Shopping on the Internet 
The following question will help us understand your opinions about 
shopping on the Internet in general. Please click on your choice to best 
describe your agreement with the following statements. 
- 3 - 2 -1 0 1 2 3 
Strongly 
disagree 
Disagree Slightly 
disagree 
Neutral Slightly 
agree 
Agree Strongly 
agree 
To what extent do you agree or disagree with each of the 
following? 
-3 -2 -1 0 1 2 3 
a) Shopping on the Internet is fun. r r r r r r r 
b) While shopping on the Internet, I try to find 
just the item(s) I am looking for. 
r r r r r r r 
c) I enjoy Internet shopping for its own sake, 
not just for the items I may purchase. 
r r r r r r r 
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d) While shopping on the Internet, I feel the 
excitement of the hunt. 
r r r r r r r 
e) I try to accomplish just what I want to on an 
Internet shopping trip. 
r r r r r r r 
f) Shopping on the Internet feels like an 
escape. 
r r r r r r r 
g) I am disappointed if I have to go another 
Website(s) to complete my shopping. 
r r r r r r r 
Press the Next Page button to continue to the next page of this 
survey. 
Next Page | Reset | 
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Section 8 
Shopping at Eziba 
The following questions will help us understand more about your 
shopping at Eziba.com. Please click on your choice. 
1. How often do you visit Eziba.com for shopping? (Click only one) 
1. Every day 
r 2. Several times a week 
r 3. Once a week 
r 4. Every month 
r 5. Once every few months 
2. What types of handcrafted products are you most interested in 
buying at Eziba.com? (Click all that apply) 
r a. Items to display or use in the home 
(e.g., tablecloth, vase, basket, mirror, furniture) 
r b. Seasonal or holiday items 
r c. Toys or other children's items 
r d. Fashion accessories 
r e. Jewelry 
r f. Others: 
I  I  
3. Do you buy products from other catalogs or Websites similar to 
what Eziba offers? 
r 1. NO 
r 2. YES (specify where) 
I  I  
4. How do you use the Eziba catalog? (Click all that apply) 
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r 1. For catalog shopping 
r 2. To gain product information before shopping on the Internet 
r 3.1 don't receive the Eziba catalog 
r 4. Others: 
5. How do you like to shop for handcrafted products? (Click all that 
apply) 
r 1. Through catalog 
r 2. On the Internet 
f 3. At stores 
6. You most often shop on the Internet from (Click only one) 
r l. Always at home 
r 2. Usually at home 
r 3. Always at work 
r 4. Usually at work 
r 5. Equally at work and at home 
r 6. Others: 
I  1  
7. About how much time do you use the Internet for any reason other 
than work each week? (Click only one) 
r Less than 1 hour 
r 1-5 hours 
r 6-10 hours 
r 11-20 hours 
<** More than 20 hours 
8. Which of the following magazines or newspapers do you regularly 
read? (Click all that apply) 
r Metropolitan Home 
n Bazaar r National Geographic 
r Biography r New Yorker 
r Elle r The New York Times 
r eShopper r Time 
108 
r Essence r Traveler 
r Forbes r Vogue 
r House & Garden r USA Today 
r In Style r Utne Reader 
r Mademoiselle r W 
r Marie Claire r WWD 
Others: 
9. What do you like best about Eziba? 
3 
d 
10. How can we improve our products and services? 
3 
d 
Press the Next Page button to continue to the next page of this 
survey. 
Next Page | Reset | 
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Section 9 
Your Background 
These final questions will help us describe the people who participated in 
this study. 
l. You are: r Male r Female 
3. In what State do you currently live? |- select state of residence — 
c rural 
r small town 
r urban 
4. To which ethnic group do you belong? 
r Asian American 
c Black or African American 
r Hispanic or Latino 
r Native American 
r Native Hawaiian or Pacific Islander 
r White or European 
r Other. Please specify: | 
5. What is your marital status? 
r Single 
r Married 
6. How many people live in your household? 
2. You are: | years old 
Adults (19 years and older): 
Children (up through 18 year 
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7. What is highest level of education you have completed? 
r Elementary (grades 1-8) 
r High School (grades 9-12) 
r 1-3 years technical, vocational, or college 
r Bachelor's degree 
<** Some graduate work 
r Master's degree 
r Doctorate, medical or law degree 
8. Are you employed? 
c Yes. What is your job title? | 
r No 
r Retired 
9. What was your household income before taxes in 2001? 
r Less than $10,000 
r $10,000 to $24,999 
r $25,000 to $49,999 
r $50,000 to $74,999 
r $75,000 to $99,999 
r $100,000 to $149,000 
r $150,000 to $199,000 
r $200,000 and over 
10. How often do you travel internationally? 
r Every month 
r Once every few months 
r Once or twice a year 
r Never 
Press the Next Page button to continue to the final page of this 
survey. 
Submit | Reset | 
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Thank you very much for your participation! 
We will contact you if you are one of the 
twenty recipients selected in the drawing for 
a $50 Eziba gift certificate. 
Questions about this survey should 
be sent to DinQkv@iastate.edu. 
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CHANGE THE WORLD BY HAND 
Dear Ezina customer: 
About two weeks ago we sent you an online survey via e-mail seeking your 
opinions about shopping for handcrafted products on the Eziba website. If 
you already responded to the survey, please accept our sincere thanks. If 
not, we hope you will do so as soon as possible, as we value your opinions 
as an Eziba customer. 
As we mentioned before, all responses are voluntary and will be kept strictly 
confidential. You are part of a carefully selected sample and will only be 
identified as unique PIN numbers in the URL. To show our appreciation for 
your completion of the online survey, you will have a chance of winning one 
of twenty $50 Eziba gift certificates. 
In case the previous online survey address has been deleted from your e-
mail account, we have included it again. The online survey is available for 
you at http://www.fcs.iastate.edu/tc/survevs/eziba/7pins107666 
If you have any question, feel free to e-mail us at pinakv@iastate.edu 
Thank you for your assistance. 
Eziba periodically sends email notifications about product updates, services, 
features and promotions from other companies. To select which emails you 
are interested in, or to unsubscribe, please click here. 
Regards, 
Mary Littrell 
Professor 
Iowa State University 
Seung-Eun Lee 
Ph.D Candidate 
Iowa State University 
Amber Chand 
Co-founder 
Eziba.com 
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Iowa State University Human Subjects Review Form 
. OFFICE USE ONLY _ 
EXPEDITED X FULL COMMITTEE gaPS.-H2D 
PI Lest Name Lss Title of Project Cultural product thotmin» on the Internet 
Checklist for Attache 
The following are attached (please check): 
13. B Letter or written statement to subjects indicating cleeriy: 
e) the purpose of the ! 
b) the use of my identifier codes (names, #*s), how they will be used, end when they will be removed (see item II) 
c) sn estimate of time needed fcr perticipetioo fa the research 
d) if applicable, the location of the research activity 
c) how you will ensure confidentiality 
f) in a longitudinal study, when and how you will contact subjects later 
g) that participation is voluntary, nonparticipatioo will not affect evaluations of the subject 
14. • A copy of the consent form (if applicable) 
15. • Letter of approval for research from cooperating organizations or institutions (If applicable) 
16. B Data-gathering instrumenta 
17. Anticipated dates fix contact with subjects: 
First contact Last coated 
4/tim m i/m 
MomhZDayZYear Mooth/Dey/Yeer 
II. If applicable: anticipated date that identifiers will be removed from completed survey instruments and/or 
audio or visual tapes will be erased: 
Month/Dey/Yeer 
19r^ iy<!h(r^ pf DepartmentalExecutive pfficar pete Department or Administrative Un# 
/£_?— abmtcI. Edusilipnil Studta. mi 
HMPÎWII 
If the PI or co-PI is els* the DEO, abcaA signature authority must sign here. 
20. Initial action by the Institutional Review Board (1RS): 
^Project approved [~l Pending Further Review • Project not approved 
Dite De» 
• No action required. 
21. Follow-up action by the IRB: 
Project approved Q ______ Project not approved Project not resubmitted. 
W Shire 
Name of IRB Chairperson Si jhature oHkB Chairperson Dale 
7/01 
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